

















Scheuer Aays: 


Many retailers and displaymen have not given adequate 
consideration to the valuable findings in the research work 
on display conducted by New York University for the 


National Association of Display Industries. 


It was definitely proven that merchandise well displayed 
sells easier and faster and incites the attention of a bigger 


percentage of street and store traffic. 


For the best display job, the best display fixtures are 
essential and have proven a profitable investment. It is 
for this reason that we have never deviated from the quality 
standards which have given SCHEUER fixtures a reputation 
for the finest display fixtures obtainable both from a design. 


functional and quality standpoint. 


We are prepared to take care of your fixture requirements 
in plastic, metal and wood fixtures and welcome your in- 
quiries. We are confident that we can recommend display 
units that will best fit in with your own special requirements 


and that will be in keeping with the status of your own store. 








CREATIONS, INC 


rIxXTUREs 307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 


SCHEUER 
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RS-245 FISHERMAN 


RS-241 SUN 


RS-249 GIRL AND BEACH CHAIR 


FREE! 
NEW ILLUSTRATED FOLDER 


¢ SUMMER ¢ WEDDING 
e STRAW HAT DECORATIONS 


Write Today! 
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RS-247 WATER SKIER 


RS-246 GIRL AND SEA HORSE RS-242 THERMOMETER RS-248 LIGHTHOUSE AND AUTO 


RS-240 “COOL” LETTERS 


NEW wis caging 


Beautiful . . . Sparkling . . . Colortul . . . Light in weight 
... Easy to Use... Decorative. Sizes are approxi- 
mately 13 inches high, 13 inches wide . . . individually 
boxed for easy handling. 


$2350 per DOZEN 


ASSORTED 
ONE EACH OF 12 DESIGNS 
° IN QUANTITIES 
OF ONE GROSS OR MORE 


6 BEAUTIFUL COOL DESIGNS AND 


$2,500 
6 BEAUTIFUL VACATION DESIGNS 2.500 ren vozan 


ASSORTED 
ONE EACH OF 12 DESIGNS 


IN QUANTITIES 
LESS THAN ONE GROSS 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation - Demonstrations - Displays - Exhibits 
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OUR NEXT ISSUE 


Practical tips on mannequin refinishing 
will be the subject of Ernest Young's 
article on display shop practice in the 
June issue . . . Albert Smith contributes 
an article on how Jordan Marsh Com- 
pany celebrated its 100th anniversary, 
display-wise . . . The operation of the 
display department of Lansburgh & Bro- 
ther, Washington, is explained in detail. 

. plus many other features to make 





the forthcoming issue outstanding. 


THE COVER 


The display of beach wear shown on 
this month's cover is the work of Edward 
von Castleberg, aisplay director of 
Bloomingdale's, New York City .. . 
(Full color photograph by Worsinger 
Studios, of the same city.) 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLazo 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry !-050!. 


SUBSCRIPTION RATES 


Published monthly at $3.00 @ year for the United 
States, Pan-American Countries, Phi 
orders payable la U.S. 
— oe International male pews New 
ork bank dr “yy 
Send all subscription 
publication office at Cinclonatie g ot of 
address must be reported at least two weeks 
" jo inte igre 


‘tter September at 
office at Cincinnati, Ohio, ar at poet 
March 3, 1879. 


Member 


@ 


Audit National 
Bureau of Association of 
Circulotions Disploy Industries 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See thet it reaches other executives of 
your organization and the members of 
your department. 





of Mary Brosnan’ cobebentent Mannequins, 
Williams exclusive Plastic Mannequins", 
noteworthy Lyvcite, Metal and 
Wood Displayers and 
many other orignal 
and unusual 


display creations | 
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Owner of one of America’s most distinctive men's shops, Jerry 
Rothschild knows the importance of attractive, eye-catching, sales-making 
window displays. ‘Prior to last January, we were losing an average of 
over $500 annually on sun-burnt, faded window merchandise... and 
losing sales, too, because we were trying to protect displays with awn- 
ings and canvas window strips. They gave us protection all right — but 
no display. That's all past, now... since we've installed Infra-Chem 
Transparent Shades. We noticed an immediate sales increase in displayed 
merchandise, and we saved $533 last year!" 














$ reasons why INFRA-CHEM 
Transparent Shades Benefit You 


Save goods and fixtures from costly sun fading 
Full protection — top-to-bottom, side-to-side 
Transparent — no hiding your best advertising 
Easy to keep clean— wipe off like glass 
Installed inside—safe from rain, snow, etc. 
Flame, vermin, grease, oil, and water-proof 
Simple to install, like roller window shades 


Give long years of trouble-free service 


Send Today For Your Free 


FREE Folder and Samples... 
absolutely no obligation 
r 


! TRANSPARENT SHADE CO. _DEPT. 102 
| 501 No. Figueroa St., Les Angeles 12, Calif. 
| 

name title 

= ony 


tam > ow 








THAN 100,000 RETAILE 


RS THR 


FULL VISIBILITY creates sales 


Your best “point of purchase” advertising is your window displays. 
Customers stop, look, shop. Infra-Chem Transparent Shades give 
your displays full visibility—actually enhance their beauty. 


FULL PROTECTION cuts costs 


Even the brightest sun can't harm displays protected by Infra- 
Chems. Recent survey shows that nation’s merchants lose more 
than $1,000,000 annually in faded, sun-burnt merchandise. How 
much money will Infra-Chem Shades save for you? 


START NOW TO DISPLAY - THE INFRA-CHEM WAY 


IN SPITE OF CURRENT SHORTAGES, WE GUARANTEE IMMEDIATE DELIVERY 


TRANSPARENT SHADES 
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AMERICA USE hafpa- Dhan, 
ouGHouT Rog. U.S. Pat. Off 
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...saved me five 
clean-ups this week. 


FAST-DRI INK 


e dries quickly and permanently when 
printed e can be left on rollers or ink 
plate without hardening. 


(A) LINE-O-SCRIBE TYPE AND ROLLER CLEANER. 
Especially compounded for use with Fast-Dri Ink. A few 
drops quickly loosens Fast-Dri Ink when left on overnight 
or longer. Does not leave an oil finish on rollers or 
ink plate. 





(B) HAND CLEANER. Rub on... wipe off. Use no 
water. Removes ink instantly. Leaves skin smooth and 
soft. 


(C & D) FAST-DRI LINE-O-SCRIBE INK. Sets in from 
3 to 10 minutes on signs, will not skin in the container. 
Saves many clean-ups. Will not set on rollers, ink plate 
or type. Has a good covering quality and produces 
clean-cut printing. Gives excellent reproduction on all 
clay coated and enamel stock. 


(E) FAST-DRI JUSTIFIER. Thins Fast-Dri Ink. Add a 
few drops when ink is too tacky. 


(F & G) COMPOSITION ROLLERS. Specially made 
to work best with Fast-Dri Ink. 1%4'' diameter by 2" 
and 3" widths, also available in |" and 6" widths. A 
year-round roller made to function well in all seasons. 
Operators like the comfortable wood handle which re- 
mains up out of the ink. A screw eye is in the end and 
a hook is supplied to hang the roller when not in use. 


% Write for new color chart with full 
description and prices. 


For Better Impressions 
.. . Line-O-Scribe 


May we send you com- 


parison, a few sample signs pro 
/ f e 
Line-O-Scribe and Catalog § : 


ia56 delist end priche ao 3984 AVONDALE AVENUE 
models? CHICAGO 41: 1k. 
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/ CRAFTMASTERS For 


(Gs ( ((( (Ona bo) OPN od Od 
Something New In Store Fixtures 
fo [exfo false Me laYo MEpaTolalUh ola lUl acto Ml of ae Mek eliaaie A} 


Card holders Fold ng racks Costumer (@elvlak ici ammaallacel: et 


\ Exceptionally efficient units, smart in desiqn, sturdy 
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715 Fifth Ave. New York 22 
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Before you invest... 


INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 





DISPLAY WORLD 


Showcard Machine Model B. 
There are models for every re- 
quirement, each one backed by 
a@ sweeping 5-year guarantee. 


MAY, 


We haven't really tried to set these words to music. But they 
have made the display man’s hit parade. 
Day by day these two important facts are becoming clearer. 
First: Merchandising trends are definitely toward the use of 
more signs, showcards and window streamers. Second: For that 
job, nothing else matches the combination of speed, economy 
and versatility you get in Showcard Machine. 
These are not just our opinions. They represent the considered 
judgment of so many of the country’s leading merchandising 


and display men. 


If you haven't yet explored the possibilities of Showcard 
Machines, don’t wait longer. Why not write us for the full 


story, today. 





Ask Users like — 


Jordan Marsh Company, Boston, Mass. 
Wm. Filene’s Sons Co., Boston, Mass. 
and Branches 


Strawbridge & a Philadelphia, Penn. 


Snellenk Philad 





9g &C Penn. 
Hochschild, Kohn & ‘ea Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 
J. C. Penney Company, Inc.— 
over 500 stores 
Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 


Crowley, Milner & Company, Detroit, Mich. 


Hughes & Hatcher, Detroit and Pittsburgh 


Seruggs Vandervoort Barney, St. Lovis, Mo. 


Boyd, Richardson Co., St. Louis, Mo. 
B. Lowenstein & Bros., Inc., Memphi 


Tenn, 


Kline's, Inc., St. Louis, Detroit and 
Cincinnati 

The May by awry Denver, Baltimore 
and Los Ange 

Sam Shainberg << Goods Co., 

- Memphis, Tenn. 

M. Lichtenstein & Sons, 
Corpus Christi, Texas 

Sattler’s, Buffalo, New York 

Bond Stores, Inc., San Francisco, 
Los Angeles and Detroit 

Broadway coperwnae Stores, Inc., 
los Angeles, Ca 

Bullock’s, Los Presid Calif. 


Pauson & Company, San Francisco, Calif. 





Montg y Ward—26 stores 


- and hundreds of others 


. 
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COLORS 


RAYON HORSEHAIR YARN 


FOR THE MANNEQUIN AND WIG TRADE 


Malina 


COMPANY 


MALINA COMPANY 
GYPSY BROWN 111 Eighth Avenue, New York 11, N. Y. 
124 BURNT BROWNETTE Rest oie Gentlemen: 
a! 1 am interested in your Rayon Horsehair Yarn tor manneavins 


5 DARK BROWNETTE ee ae 
ain aed and wigs. Please send me full information. 
DARK AUB 


NN 
WN 


ADDRESS 
city 
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GREATEST DISPLAY UNIT 
FOR MENSWEAR 
IN A 


DECADE 


impeccable Dress 
Shirt Display ond ex- 
tra impulse sales a 


ertainty. 
is sad Sweaters look Slick, 


Sleek and Desirable— 
Sell Faster. 


O 
Shirt and Tie ensem- 
bles displayed with a 


crisp, well-dressed 


look tha + be 
a ion: sacks less than 3, $5.75 each 


Master Form Will give your Windows and Store Interior the Most Spectacular and 
Dynamic Display you've ever seen! Created in Thick, Crystal Clear, Sparkling Plastic. 
Will not chip, peel, crack, or discolor. Wipes clean with a cloth. Fits any stand! Tilts 
and Swivels! Equipped with felt pads strategically located to accommodate pins. Can 
be hung flat to the wall. The Last Word in an all-purpose Menswear Display Unit, 
built to give a lifetime of wonderful service. Fantastically low priced for an absolutely 
beautiful, indispensable, Top Quality Product. 


Order Master Form today. You'll be thrilled! You'll display your shirts, pajamas, 
sweaters, sports and dress wear with a professional touch never before achieved. 
Your garments will show off and sell more than any display equipment you've ever 
used before. Especially wonderful for Nylon. Beautifully packaged to reach you in 
Perfect Condition. Complete Satisfaction Guaranteed! 





ed Wing roducla BELLEROSE, N. Y. 
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You'll 
like 
Our 


New Showrooms, 





foo... 


These views — 
the Decorators Showroom 


This is Series No. | 
of the three units we will have 
ready for the July Market. 


ILVEST In Cb None Co 


1147 W. OHIO STREET e@ CHICAGO 22, ILLINOIS 
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Because FORMOSELLE 
combines all the features 
you need—a revolutionary 
new form. It’s light weight 
(12 oz.) and will not chip. 





Striking because of its high 
styling, plunging neckline, 
and the multiple color finish. 


The cavity in back of 
FORMOSELLE is designed 
for tucking in the garment 


eliminating 95% of the pins. 


Sensational because it is priced 
to sell for less than all similar 
forms; fleshtone $3.25 each. 


(Packed 3 and 6 to a carton). 


formoselle 


formo displays company « 123 so. front st., burbank, calif. 





No other manikins 
can match the beauty 
of beau mondes. Their 
superb styling .. . 
striking coiffures . . . 
skillfully blended make-ups 
truly fashion ... at 


its best. 


yea once 


MANIKINS ARE CREATED BY KORRECT-WAY 
DIV. OF AMERICAN FIXTURE and MFG. CO.« ST. LOUIS, MO. 
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Confused? Well that’s what happens very often to Christmas planning 


when it becomes a last-minute job. 


Why scramble up Christmas in a helter-skelter hurry when you can work 


with us early and leisurely. Plan now to visit us when you come to 





New York. We have created an imposing group of new, outstanding 
holiday displays and decorations that you won't want to miss. 


*CHRISTMAS 


DURING JUNE 


Our New York Preview 
at our Showrooms. 





JULY 87 to 127 


In Chicago at the 
Morrison Hotel 


) Dreoeatne Platt 


CORPORATION 
136 WEST 24th STREET, NEW YORK 11, N.Y. 
WAtkins 4-4405 
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am 


THE CHILDREN RUDOLPH TALKS 
TALK TO RUDOLPH TO THE CHILDREN 


RUDOLPH 
THE TALKING 


SNA RED-NOSED REINDEER 





. 
i 
* 
+. 


pus 
a 


An exclusive self-liquidating Christmas 


Be. 
attraction by Bliss Display Corporation 


Be 








EVERY STORE, LARGE AND SMALL FROM COAST TO COAST, THAT USED THIS EXCLUSIVE CHRISTMAS ATTRACTION LAST YEAR 
WILL REPEAT IT THIS YEAR. 


"73,000 kids spoke to RUDOLPH and paid 35 cents for the surprise package — 
56,358 kids saw Santa . .. RUDOLPH outpulled Santa!" 





WRITE FOR SPECS IMMEDIATELY, as indications are now, that we will not have sufficient sound 
demand later on. 


N.R.D.G.A. MID-YEAR CONVENTION — Visual Merchandising Group, Sales Promotion Division and Merchandising Divisions, JUNE 12-13, 
HOTEL STATLER, NEW YORK CITY. 


BLISS DISPLAY CORPORATION DIVISION OF VISUAL MERCHANDISING 


460 W. 34th STREET, NEW YORK 1, N. Y¥. — TELEPHONE BRyant 9-5750 
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See article this issue 


“Working with Styrofoam 


‘ *A product of The Dow Chemical Company 


*99 


Distributed nationally by 


FOAM PRODUCTS 


MIDLAND, MICHIGAN 
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Deca Poles Prove 


Once again Deca Poles play a leading part in 
Spring displays at Bamberger's, Newark, N. J. 
Robert McCorkle, Display Director of the store, 
created the group of smartly designed Spring 
displays shown on these pages, a diversified 
group from various departments of the store 
that adequately demonstrates the adaptability 
and versatility of “Module Type" Deca Poles. 








eh 108: eer ores 


V4 
 SOfS AG ints FOOTWEAR 





(Above) A clever and unusual departmental marker, which can be seen 
from almost any point on the floor, attracts immediate attention to 
Bamberger's Garden Shop. The marker consists of a double faced window 
frame with window box, sign and curtain. Note how the use of Deca 
Poles makes possible the erection of the marker right in the middle of 
the department itself. 


(Top, left) Hand painted designs on Seamless paper provide the back- 
> teiga and walls for this Museum of Modern Art Lamp Show exhibit. 
he paper is held securely in place by a series of wood battens; 
brackets secure the battens to the Deca P. Exhibit ea such as this 
are quickly and easily erected and dismantled when “Module Type" 
Deca Poles are used. 


(Center, left) Two Deca Poles support a departmental sign and a dis- 
player which exhibits boys’ and girls’ footwear ilable at this par- 
ticular counter. Mannequin, daisies and a novelty lamb are supported 
by a wire hung between the poles. Notice how this display has been 
set up on a ledge n two counter sections, thus taking advantage 
of this valuable display area. 





(Bottom left) Hollow section dividers, each supported by two Deca 
Poles, provide individual settings for this picnic equipment and outdoor 
furniture. Section divi covered with colorful wallpaper a ed 
to the Deca Pole by means of a Face Plate with Flange. Co 

a different wallpaper, dividers may be used in any number of 
departments. 


GARRISON- 


2018 WASHINGTON AVENUE 
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Their Adaptability in Bamberger’s Displays 


Here you plainly see how Deca Poles are employed for a 
variety of uses—from supporting backgrounds and depart- 
mental signs to acting as decorative elements in aisle and 
post trims. Here you see how the poles fit into the 
decorative scheme of the display, how they add dimen- 
sion and scope to a display, and in three instances, how 
a single pole may be used to support an entire background 
or decorative element in a display. 


Here is graphic proof that Deca Poles are adaptable 
and versatile, and that Deca Poles can do a job for you in 
every department of your store. And here is proof, too, 
of the practical economy of the “Module Type" Deca Pole, 
for many of the poles used in these displays have been in 
virtual constant use since Mr. McCorkle first incorporated 
Deca Poles in his program over a year ago. In addition, 
Mr. McCorkle estimates that every Deca Pole he has, and 
he now has over 300 of them, paid for itself in terms of 
material and labor costs saved the first time it was used. 
No other display prop offers such variety of application 
or durability as "Module Type" Deca Poles. 


Prove these facts to yourself. Order a Deca Pole "Store- 
Test" Set today. 


ORDER A 
DECA POLE 
“STORE-TEST” 
SET 
TODAY! 


The best way to measure the value to you of the new ‘Module Type" Deca Pole is to 
“store-test"’ it in your own display department. To help you do this, we have prepared, 
as a package unit, two Standard ‘Module Type’’ Deca Poles with an assortment of accessory 
fittings sufficiently complete to enable you to fully explore the possibilities of these 
dramatic display props at a relatively small cost. The complete set consists of: 


2—MS-36—Standard ‘Module Type’’ Deca Poles to accommodate 

ceiling heights from 3! in. to 12 ft. 6 in. Price, each.......$14.95 

2—MS-34-S—Card or Frame Holders. Price, each , .. 1.50 
2—MS-35—Face Plates without Flange. Price, each Siete se dam Cae 
2—MS-39—Face Plates with Flange. Price, each... aa Sia Came 
2—MS-33—Drapery Clips. Price, per dozen.... cus Resa eee 
2—MS-38—Pole Ciamps. Price, each........ Foccexes vay 1.00 
2—MS-32—Batten Brackets. Price, each........ 0.0.6. c cece cece eee eee OS 
2—MS-3i—Picture Hooks. Price, per dozen...... pectucginens 2.00 

Total 16 pieces, all in ice blue baked enamel finish. Price for the complete ‘Deca Pole 


Store Test Set" 
$39.95 «.0.8.sr. Lows 


To accommodate ceiling heights over 12 ft. 6 in.. extra 30 in. modules are available at 
$2.75 each. 


WAGNER CO. 


ST. LOUIS 3. MISSOURI 


A post trim in the store's ‘Paris Comes to Bamberger's” 

motion. A single Deca Pole supports a wallboard 
is covered with ‘Paris’ 
painted sign, rose sprays and a bird. 
designed fashion merchandise settings such as this. 
An attractive display set up facing a bank of elevators at the entrance to 
the Childrens’ Wear Department. Duplex wallboard fluting covered with 
paper is trimmed with accessories — umbrella, s, hat and blouse, and 
Birds, hyacinths and a novelty lamb 


pro- 
ube which 
pattern wallpaper and trimmed with a hand 


mounted on a Deca Pole. 
provide the trim. 





Deca Poles blend with smartly 
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St. Louis Men's Shop Uses Peg-Board 
For Backgrounds and Accessory Displayers 


A series of window displays showing men’s suits and accessories at Werner-Hilton, Inc., fashion- 
able men’s wear shop in St. Louis, attracted considerable attention during April. Ed. W. Ruhl- 
mann, Display Director, created the displays using Peg-Board cut into abstract forms as back- 
grounds and rectangular pieces of Peg-Board mounted on poles as accessory displayers. The 
result, shown in the pictures on this page, is a series of eye-arresting displays in a modern 
setting that highlights the merchandise. 


Using % in. Peg-Board in the Leatherwood finish, Mr. Ruhlmann cut abstract forms and a num- 
ber of -12 in. by 18 in. display shelves from a sheet of Peg-Board and finished them in two-tone 
tan. Shoes and other accessories are mounted on Peg-Board with decorators pins, using cork on 
the ends to hold merchandise securely in place. . 


Although not used in these displays, Peg-Board fixtures are available for displaying this and 
almost any type of merchandise. Peg-Board, when mounted on “Module Type” Deca Poles, 
forms the most effective merchandising team in display. For the complete story on Peg-Board, 
Peg-Board fixtures and “Module Type” Deca Poles, write for picture-packed Circular No. 13-D. 











SIPEG S BOARD: : 





(Above) Three {2 in. by 18 in. Peg-Board shelves, mounted on a 
pole, display accessories at or below customer's eye level. Ac- 
cessories are pinned down through the Holes in the Peg-Board. 
Corks on the other end of the pins hold the merchandise securely 
in place. Notice how well the accessories stand out on the two- 
tone tan Peg-Board against the darker colored window background. 





(Left) A complete view of one of the windows. The background, 
which was cut out of a sheet of Peg-Board, is mounted on two 
of the poles with a drawing centered on it. Four glass headed 
pins hold the drawing in place. Four 12 in. by 18 in. Peg-Board 
shelves are mounted on the two poles at right. Peg-Board used on 
the background and for the shelves is in matching two-tone tan. 


PEG-BOARD SHEETS—Unframed and Unfinished (Below) The front corner window showing Peg-Board used as a 


wo ve : as R: background. Although four poles finished in matching Spring 
Size *h” 8-1-8 seis" 8-2-8 1%" Leatherwood ih" $-1-8 shades are used, only two of them actually support the back- 
36”. ‘ $2.85 $2.85 $3.50 ground. The others are used to add vertical lines to the display. 
3.80 3.80 4.70 . This is an excellent example of how the light colored Peg-Board 
5.65 5.65 7.10 against the dark window background highlights and calls attention 
7.55 7.55 9.45 , to the merchandise. 
x 5.65 5.65 7.10 
x 6.70 6.70 8.40 
x 10.10 10.10 12.60 
x 13.45 13.45 16.80 


*Smooth one side. **Smooth two sides. 
1%" PegeBoard has 3/16” holes on 1” straight centers. 
¥4,"” PegeBoard has 9/32” holes on 1” straight centers. 





SPECIAL SIZES: Prices on special size sheets will be based on the price of the next larger 
standard size sheet. Quotation will be submitted on quantity purchases. 


PAINTED SHEETS: Add 25 cents per square foot to the above prices for sheets finished on one 
side in pearl gray lacquer. Quotations will be submitted on special colors. 


PACKING: Sheets are packed 5 per carton. A packing charge of $1.50 will be added to orders 
less than 5 sheets. 


PRICES: All prices F.O.B. St. Louis, Chicago or Los Angeles. 


For full details, Write for Picture-Packed Circular No. 13-D 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
National Distributors of PEG-BOARD and DECA POLES 
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DISPLAY MATERIALS 
FIXTURES e NOVELTIES 
e ACCESSORIES e 
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e JULY 8-9-10-11-12, 1951 
MORRISON HOTEL CHICAGO, ILL. 


Yes! Take a good look at the new and exciting promotion ideas that are ready to 
make this 195! Christmas Season a wonderful experience for everyone in retailing. 
Christmas in July at the annual NADI Market Week means more sales in December 
for every store in every community because the point of sale is “pointed up" by using 
the presentations you can see and buy at the Market. 


Display Directors, Display Managers, Display Personnel — the Market is for you. The 
NADI members invite you to CHICAGO for a real opportunity to compare and 
observe. You will find the answers to most of your problems at the Morrison Hotel 
in the exhibits of more than 100 of the finest display manufacturers. The other 
PROGRESSIVE answers will come from their designers, artists and production personnel. 


Sponsored by 


NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


PRESENTATION 203 NO. WABASH AVENUE CHICAGO 1, ILLINOIS 


MERCHANDISE 





RIGHT IN THE LADY'S 


-and you are 
right all around 


It’s right sure that not all ladies own a 
man of ideal dimensions, but have a 
slim jim, a shorty, or a fatso. Your safes 
figures will look right if you show mer- 
chandise on figures that look right in | 
the lady’s eye. Help her visualize those | 
new styles looking right, on her type 
male, with a set of Barrango “Lean, Fat, 

or in Between” mannequins—tall leans, 

tall stouts, medium stouts, and shorts. 
Give ’em the eye at the Chicago con- © 
vention, room 424. Buy a set and you 

are sure to be right. 


O73 


BARRANGO MANNEQUINS 


579 MARKET ST e SAN FRANCISCO 5 
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Lazarus Centennial Displays 


Until the very last day the 


NE hundred ago the F. 
Lazarus Company, Columbus, Ohio, 
came _ into through the 

efforts of Simon Lazarus, a young German 

immigrant who set up shop in a single room. 

Today the store occupies 32 acres of floor 

space, has six buildings, carries a million 

items of merchandise, and regularly em- 
ploys 3,000 persons. 

To help celebrate 
birthday, Davis, 
planned 32 windows which 
local historical events and 
merchandise of bygone days with that of 
today. So successful were these displays 
that due to the obvious public enthusiasm 
they were left on view for a full three weeks 
rather than the seven days originally 
planned. Testimony to their attraction 
power is amply demonstrated by the fact that 


years 


existence 


the firm’s hundredth 
display director, 
would 
contrast the 


ancy 
show 


three policemen were required to keep Sun- 
day crowds moving and in order before the 
windows. 

Highlighting the presentation were ten 
windows given over to dioramas, the other 
22 being devoted to showing the goods of 
yestery with today’s merchandise used 
simply for impact by contrast. 

The dioramas represented historical scenes 
and personalities that were of general inter- 
est. “All the research was done _ locally 
with the help of the historical museum at 
Ohio State university,” comments E. L. 
Goodman, publicity director of the store, 
“after the publicity department had agreed 
on the key scenes to be portrayed. This 
information was then forwarded to New 
York City where the work was finally done 
by Bliss Display Corporation; their con- 
tribution to the design and execution was 


outstanding. 
public activity around these displays was 
substantial at all times. I have never in 
my experience seen such interest in window 
display and the comments of our customers 
were most gratifying. 

“In all our other windows we attempted 
to show the development of certain items 
of merchandise in the past 100 years. We 
took key categories such as men’s, women’s 
and children’s clothing, sportswear, major 
appliances (stoves and washing machines), 
books, cameras, and sporting goods. Work- 
ing from this basic idea the clothing was 
borrowed partly from the Brooklyn museum 
and partly from key specialists in New York 
City like Helen Virginia Meyers and Charles 
Lederman. 

“In other words, we had to canvass the 
country pretty well to get exactly what we 
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Prove Outstanding Success 


from the pulpit and in the news- 
papers of the day. 


wanted, but in each window there was a 
good sampling of merchandise from both 
1851 and 1951. The big interest, as we ana- 
lyzed it, came because so many people re- 
called so much of the stuff we showed; it 
had a reminiscent touch they liked. 

“Many schools came down as a class proj- 
ect to view these displays. The dioramas 
will be presented to the Ohio State Histori- 
cal museum some time early in July, and they 
will use them for both traveling and perma- 
nent exhibits.” 

About four months of planning went into 
the 32 windows. Twenty-seven display 
experts were required to produce the ten 
dioramas, which were assembled by the 
Lazarus display staff after construction 
was completed. Approximately 500 working 
hours went into each diorama, including the 
services of designers, wig makers, artists, 


sculptors, air brush experts, painters, cabi- 
net makers, electricians, plaster 
artificial flower makers, and metal workers. 

Taken in order as they appeared, the 
dioramas presented first the famous “Tippe- 
and Tylor too” parade that took 
place during the Whig party presidential 
convention in Columbus. Second was the 
old covered bridge across the Scioto river 
at Broad street, with a canal boat in the 
foreground. It is quite likely that Simon 
Lazarus disembarked from a similar boat 
when he first came to 1850. 


casters, 


canoe 


Columbus in 

Third was a view of the Ohio state fair 
held in Columbus in 1851; before some of 
the buildings of the fair was shown a farmer 
arriving with his livestock to be exhibited. 
Next came a representation of the first ap- 
pearance of the “Bloomer Girls” in the 
Ohio city, to the accompanying caustic 


remarks 


The fifth diorama showed Jenny Lind 
singing on the stage of Odeon Hall, before 
an overflow audience which had come to 
hear the famed voice of the “Swedish Night- 
ingale”. 

Diorama number six showed the formal 
dedication of the State House that had 
been 18 years in the building, the scene 
being the Senate hall with guests arriving 
for the dancing. 

Next came a scene marking the introduc- 
tion of horsecars into the city, followed by 
the parade of the Fourth Ohio regiment 
on its return from the Spanish-American 
war, and the “production line” of the Co- 
lumbus Buggy Company. The final diorama 
represented the dedication of the Ohio State 
university stadium in 1922. 
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T IS now evident that the display, floral 
and novelty industries have in styro- 
foam not one novelty substance with 

which to work, but several new and different 
construction materials. 

Foamed polystyrene, a white feather-light 
material of surprising strength, was de- 
veloped during the last war. Used at first for 
buoyancy and in light low-temperature 
insulation, at the same time it soon caught 
the imagination of displaymen. Everyone 
should now be familiar with styrofoam 
(or other trade name) in the form of the 
artificial snow blocks and plastic snow in 
use for several years, and more recently in 
the form of cut-out profiles with a certain 
amount of air brushed color. Hitherto used 
in floral and display designing chiefly for 
its novelty effect, and principally during the 
Christmas season, recent catalogues indi- 
cate that it is now about to come into its 
own as a new construction material with 
exciting possibilities the year around. 

Here and there about the country imagi- 
native display shop men saw in the material 
more possibilities than the “artificial snow” 


Working With Styrofoam 


treatment. Equipment and styling are still 
being independently invented for a _. wide 
variety of treatments made possible by the 
amazing nature of the material. The floral 
industry has found that because of its 
cellular structure the stems of most flowers 
will penetrate styrofoam blocks easily. 
Because it can thus substitute for metal 
“frogs” and for moss and wire for such 
items as spray bars and foundations for 
wreaths and pillows, and because of its 
light weight and ease of fabrication and 
inherent attractiveness, it is becoming a 
staple. In display manufacturing a year- 
around use is predicted for cut-out letter- 
ing, artificial fruit and flowers, and as 
general property construction material with 
versatile color and textural possibilities. 

Let us examine the claim that in styro- 
foam we have not one but several new 
materials. 

First, with fabrication by bandsaw or by 
hot wires it comprises the easiest material 
known for cut-out lettering or other multi- 
ple sheet cut-out jobs. It can be spray 
painted any color, including metallic. It 
can be flocked, too, or sand finished. Fabri- 
cated with hot wire scoops it makes possible 
giant fruit, eggs, and other symmetrical 
shapes which air brush in color with ex- 
treme beauty. Their weightlessness makes 
them particularly suitable for display use. 

Second, plastered with one of the hard 





—Above, ripping a styrofoam “log” on a re- 
built bandsaw with a traveling bed .. . Cen- 
ter, cutting a rabbit outline with hot wire, for 
later sectioning on the multiple hot wire 
cutter . . . Left, preliminary processing of 
styrofoam and spray painting at the Floral 
Contractors, Seattle, through whose courtesy 
these three photographs and the one at the 
top of the following page are published; the 
smaller heat processing tools described in the 
article are built here to order for display and 
floral shops— 
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—"Everfloating” pond lilies and orchids of 
heat curled flattened sheet styrofoam .. . 
Center, styrofoam snowman reader support in 
a Christmas furniture window at The Bon 
Marche . . . Below, a Bon Marche Easter walk- 
in photograph window in which the rockery 


was constructid of textoned styrofoam "bark" 


from the outside of the “logs”; green flock 
was blown on directionally for a moss effect— 


surfacing compounds described below, styro- 
foam presents these industries with another 
material —the lightest structural material 
known, and with a variety of possible 
surface textures. Although patents cover 
the foam injection molding of liquid poly- 
styrene, bulk styrofoam can be quickly 
sculptured and welded as described below. 
It can be used for almost any bulky, full 
round or relief object (columns, picture 
frames, babies, animals, plaster pieces, 
stone benches and archways, rocks, bricks, 
field stones, urns, plaques, blocks, bells, 
etc.). 

Third, flattened sheet styrofoam presents 
another new material to the display and 


By ERNEST F. YOUNG 
Display Shop Supervisor, 
The Bon Marche, Seattle 


Copyright, Ernest F. Young 


floral manufacturer —a leathery material 
with all the beauty of color and texture 
of the original styrofoam preserved. Heat 
curled and air brushed for petals and leaves, 
it is a most significant discovery in arti- 
ficial flower-making. Giant sized flowers in 
this technique are especially spectacular 
and beautiful. Another oddity —they float! 
Fourth, the scrap pieces may be ground 
up locally into the well known plastic 
“snow”. This may be screened and graded 
from chunks to fine snow; it can be flame- 
proofed with water-glass dip or spray. 
Fifth, scrap pieces may be dissolved in a 
number of solvents (benzol, lacquer thinner, 
ethylene dichloride) for the production of a 
webbing agent. This material, which has 
the appearance of rubber cement,.can be 
dyed and blown through a spray gun. 
Additional possibilities will no doubt 
develop, tied up with experimentation with 
tools and formulae as in the past. 
Styrofoam is distributed exclusively in 
the floral and display industries by the 
Floral Foam Products Co., of Midland, 
Mich. It is supplied in “log” form, ap- 
proximately 28 by 30 inches in cross section 
and in 6 and 9 foot lengths, priced by the 
pound. The exterior is quite rough, with 
indentations up to 3 inches. In “timber” or 
“board” form it is cut in symmetrical blocks, 
sold by the board foot at a higher figure, 
and comes packaged in a number of sizes. 
Like lumber and the lumber substitutes, 
styrofoam may be worked with standard 
woodworking equipment; but unlike lumber 
it has a number of other fascinating possi- 
bilities. It may be worked with hot wires 
or scoops, flattened and heat curled, glued 
or welded, joined with pipe cleaners, sculp- 
tured with rasps or wire brushes, textoned, 
painted, and embossed with hot irons or 
cold press. 
In the display carpentry shop styrofoam 
[Continued on page 89] 
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New York City Displays 


At Gunther-Jaeckel, while the mannequins 
took the foreground of the setting, Display 


HE summer scene has been well painted 

in New York City display with elegant 

fashions as well as engaging practical 
styles, diversified colors and textures and 
the added elixir of a number of beach wear 
settings. 

At Lord & Taylor, Display Director Henry 
Callahan used the theme “The Shantung 
spell— we weave it into the very heart 
of summer” for a series of windows with an 
Oriental flavor. 
row dark wood strips had a 
mauve silk. The screen was placed at the 
left side of the window, before a deep green 
back wall. Slightly in front of the screen 
and to the right of it j with 


screen of nar- 
backing of 


For one, a 


stood a jar 
branches of apple blossoms. 

A large Japanese lantern, also of mauve 
silk, was hung from the ceiling. Mauve 
cushions were double stacked on the floor 
in front of a low table which was set with 
mauve-toned place settings. Bowls on the 
table were filled with grapes, and folding 


fans interestingly spread to reveal names at 
the different places were thrust into the 
sides of the bowls. Tea leaves spilled from 
packages on the back of the table. Mauve 
candles shielded by glass were arranged 
at intervals down the table. The floor was 
tiled in glaze, and a green rug lay under the 
table. 

Three mannequins in that setting modeled 
the shantungs, one in bl with a large 
black hat, the center one in mauve and 
carrying a parasol to the handle of which 
was fastened flowers, and the third wore 
black with a red hat. A railing of mauve 
color ran across the window front —to one 
side of it, a large square of mauve shantung 
was fastened to the copy card while at the 
other a mask with a bow of mauve ribbon 
was placed. Cosmetics, complementary to 
the mauve mood, were grouped along the 
window ledge and others were suspended 
from the railing by ribbons. A box of ame- 
thyst jewelry was also fastened to the railing. 


Director Warren McCurtain expanded on 
the scene depicting their imaginative ad- 
mirers as background. Drawings by Mike 
Miksche, in black and white seamless with 
torn edges, were attached by large black 
pins to white moire panels. Each gentleman 
wore a red carnation, a real one, in the lapel 
of his dinner jacket. Two rather contem- 
platively held a diamond necklace, while 
a third, more cautious, settled for a bou- 
quet of pale pink ro The floor was 
covered in white moire and black satin, 
and rhinestone accessories were grouped 
on a gold ballroom chair. ‘ 

Walter Hazeltine, display director at Mc- 
Creery, turned provocatively educational 
with a row of black panels resembling 
black-board screens which were arranged 
vertically along the window glass of the 
two Fifth avenue windows. 

An eraser and a piece of chalk lay sig- 





MAY, 1951 


Forecast Summer 


nificantly on the shelf of each panel, and on 
each board was prominently written in white 
“1 plus 1 equals 4”, thus pointing up the 
copy, “Here’s how —take two Sacony suits 
of wonderful Palm Beach cloth and mix 
four ways”. 

The backwall for the window was in 
white with the same sum printed on it in 
big black figures, and the floor also was in 
white. The value of the sum was further 
established by a row of six mannequins 
which wore varying combinations of two 
suits in colors of brown and pink. With 
these combinations they all wore brown 
shoes, and other brown shoes were arranged 
on the floor of the window at the avenue 
end. Their hats were brown, or trimmed 
in brown, but their gloves were varied 
to suit the costume ensemble. Some wore 
brown gloves, two had gloves in pink, and 
one in white. 

At Bloomingdale’s, Display Director Ed- 
ward von Castleberg stepped up the pace 
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of the season right into summer by using 
in six windows the legend “Our Beach Shop 
opens with a dramatic splash of sunny fash- 
ions of cool green and surf white”. 

The scene illustrated represented a com- 
pact setting replete with human interest 
detail in a happy, leisurely group by the 
sea. A scallop valance of blue-green chintz 
plus a partial subdivision framed a unit to 
the left. The girls, giving one last longing 
look at the water, had hung their green 
and white bathing suits on the line and were 
ready to depart in their costumes of white 
blouse with green skirt and secondly a cool 
green suit with white weskit. The back- 
walls were all white and a large sun hat 
was casually hung on the white metal chair 
with green backing. 

To the right, a lowered striped awning 
in the cheerful color combination of green, 
white, red, gray and yellow sharpened at- 
tention on their previous occupations. One 
was partially leaning on a chartreuse pillow 


29 


—Opposite page, upper left, by Henry Calle- 
han, Lord & Taylor . . . Upper right, by War- 
ren McCurtain, Gunther-Jaeckel . . . Lower 
left, by Walter Hazeltine, McCreery’s . . . 
Lower right, by Edward von Castelberg, 
Bloomingdale's . . . On this page, upper left, 
by Gene Moore, Bonwit Teller . . . Upper and © 
lower right, by Sidney Ring, Soks-Fifth Ave- 
nue Lower left, by Charles Lenhart, 
Arnold Constable . . . (All photographs by 
courtesy of Virginia Roehl Studio, New York 
City)— 


with an open book, sun glasses and a bev- 
erage glass nearby. Her companion was 
casting a look at the wicker tray placed 
on a stool to the rear, which held an ample 
beverage set. Both wore combinations 
of the featured “cool green and surf white”. 
The finish of the floor simulated a sandy 
beach with its covering of natural color 
split bamboo in a light quality. 

“Viola— Adele Simpson's floating chif- 
fons” was the legend for a series of win- 
dows at Bonwit Teller’s. Display Director 
Gene Moore turned to Paris for their set- 
tings and through the media of his props 
created a delightful feeling of air and light, 
comparable to the city’s open spaces. The 
walls were blue and blue felt covered the 
floor. Metal tables of the same blue, with 
the top covered in matching felt, served as 
stands for cardboard cut-out scenes of well 
known spots in Paris. 

The background for one was the Mont- 
martre, showing the cathedral in the distance, 
trees towering over the flower buildings 
in the foreground, and one short block 
of neighborhood. This vignette was done in 
tones of brown, beige and black. A manne- 
quin standing before the setting wore a 
semi-formal gown of printed chiffon in black 
and white design on beige, with beige shoes, 
long white gloves, black bag and a tiny 
black hat that suggested little wings on her 
silvered blonde hair. 

At Saks-Fifth Avenue, Display Director 
Sidney Ring chose as title “The Directoire 


By VIRGINIA ROEHL, 


Virginia Roehl Studio, New York City 


figure by Traina Norell” in a window where 
a handsome white satin formal was featured. 
The gown, made with a fitted bodice, had 
an ankle length skirt, circular in cut, and 
a tiny jacket of gray alpaca collared and 
cuffed in the white satin. With it the 
mannequin wore white satin slippers, a pearl 
necklace, and a bracelet of pearls. 

As prop for the series of Directoire 
figure displays, Ring used a white wire 
outline of Venus, held upright by means of 
taut wires which seemed to radiate from 
the figure to the side wall and to the floor. 
The radiating wires were used from the 
head down the right side and only part way 
up on the left side. A pearl-toned evening 
bag and a white pleated scarf were arranged 
on the floor in front of the figure, along 
with two clusters of white roses. The back- 
wall was in blue. 

For a series of windows bearing the leg- 
end, “An air of dance-enchantment imported 

(Continued on page 58) 
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Interior Displays Around 


AYBE it's the impact of this airborne 

age; maybe it’s just the flighty and 

fanciful spirit of spring, but it ap- 
pears that numerous interior displays of late 
have taken to the air. We note, specifically, 
the profuse use of imaginative balloons or 
reasonable facsimiles thereof. 

At Coulter's in Los Angeles, Display Di- 
rector John Cooke sent a group of ster 
egg-shaped balloons aloft during the Lenten 
season (second photograph). The gondola 
was a nest of twigs and flowers and the 
passenger an Easter bunny. These dramatic 
units, suspended from invisible wires and 
complemented with paper cut-out Easter 
bunnies around the columns, invested 
Coulter’ wide-aisled main floor with plenty 
of seasonal atmosphere. 

At Macy's, New York City, the main 
aisle of the second floor of fashions was 
hung with gaily colored balloons whose 
basket gondolas spilled over with a profusion 
of attractively arranged spring blossoms. 
This display is not pictured. 


Franklin Simon & Co., also of New York 
City, created a fine, elegant spring air on 
the main floor with large, chickenwire globes 
suspended from wide, colorful ribbons. Each 
globe was tastefully decorated with clusters 
of flowers, as was the spot where the ribbons 
were attached to the ceiling (fifth illus- 
tration). On Franklin Simon’s ledges, large 
pastoral scenes were set in a manner remi- 
niscent of the old-fashioned china pieces. 
These units were created for the store by 
Marie Louise Hammer, and represented a 
truly imaginative use of a great variety of 
display props and materials. The base was 
constructed of papier mache. The figurines 


—Upper left, by M. D. Luick, The Broadway- 

Hollywood, Hollywood . . . Upper right, by 

John Cooke, Coulter's, Los Angeles . . . 

Center, by Edgar Tallman, Lord & Taylor, New 

York City ... Left, by Walter Hazeltine, Mc- 
Creery's, New York City— 
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By MICHAEL SCOTT, 
Retail Reporting Bureau, New York City 


way-Hollywood in the motion picture city. 
Display Director M. D. Luick connected 
the cage by means of white chains to four 
flower boxes also filled with greenery and 
suspended from the ceiling (first photo- 
graph). A friendly decorative touch was 
added to the counters by means of attractive 
table lamps topped by small flower holders 
which accomodate three lilies per lamp. 

Now for a look at some interesting recent 
apparel setups. 

Lord & Taylor's Edgar Tallman does 
charming things even in the smallest of 
showcases. An entire case of the New York 
store was lined with pastel satin quilting as 
background for infant's wear. The infant 
itself, with a mesh head, curls and hands, 
was dressed in delicate attire, and rocked 
gaily on a swing suspended from rosebush 
branches. A basket on the floor of the win- 
dow was tipped over to spill out more roses. 

With summer only a heat wave from the 
starting point, McCreery’s new display 

[Continued on page 94) 


were big rubber dolls, purchased second- 
hand since dolls of this size are no longer 
made, dressed in clothes of plastic material 
and with papier mache wigs. cach figure 
carried a basket full of glass and china 
flowers. An artificial tree in deep green 
contrasted against the pastel colors of the 
delicate scene. The entire unit was covered 
with a special lacquer finish to give it a 
porcelain or china effect. H. Meissner is 
Franklin Simon’s interior display director. 

A large bird cage, set on a white wooden 
frame overflowing with green foliage, held 
a live parrot on the main floor at the Broad- 


—Upper left, by H. Meissner, Franklin Simon & 

Co., New York City . . . Upper right, by 

Joseph Blain, Hochschild, Kohn & Co., Balti- 

more . . . Center, by William Meissner, Ohr- 

bach's, Los Angeles . . . Right, by R. E. 

Rough, The May Company-Crenshaw, Los 
Angeles— 
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Let's Look At The Chicago 


N OLD-TIME vaudeville setting was 
employed by John Cooper, director of 
display and fashion coordinator for 

Mandel Brothers, in a showing of mens 
hung shafts of ancient 
photograph). As the 
attract the masculine 
three 
worsteds, 


ties over 
i (first 
tended to 
) stage-curtain — in parts — was fash- 
Fioned of men’s drawn together 
Fin the center to disclose a backwall flooded 
with light from footlights. The 


spears 
was in- 
eye, the 


scene 


concealed 


spears were supported by ebony arms whose 
clenched fists each held a tie representing 
a stiletto. The copy displayed on an easel 
announced the act as “Beau Brummel Ties 
the Best.” (Photograph by courtesy of 
F. H. Kuehn & Co.) 
A promotion of men’s wear at Henry C. 
Lytton & Co. was based upon the old saying 
“Like father, like son.” Photograph 
No. 2 from the series by G. C. Bowen, dis- 
play manager, established the thought that 


Arrow shirts will remain a favorite through 
the years for the customer's infant son im- 
plants the idea that “When I grow up I'm 
going to wear an Arrow shirt.” The copy 
printed on round plaques in pastel shades 
and a_ photographic enlargement of the 
young sponsor were made the focal point 
in the decorative theme. A wide assortment 
of men’s wear was arranged on low, modern 
tables and the copy card in each instance 
stressed the fashion angle. “The collar 
line is the fashion line” in the illustration 
is clearly evident in the care given to rigging 
the shirt forms for eye appeal as emphasized 
by the copy. 

Reed Schlademann, display manager of 
The Fair, continues to find good use for 
perforated hardboard, a versatile and practi- 
cal medium, easily adapted to the tailored 
trend in window decoration. In a recent 
series of two black and two navy blue sheer 
dresses for wear from now into summer, 
five panels of the board in black, brown, 
oriflame, green and blue-green were at- 
tached to full round poles in abstract for- 
mation as dramatic accent for “Sheer En- 
chantment for special occasions”. Colors 
and forms of the panels were repeated as 
floor ornamentation. “Seeing Chicago” and 
“Where, When, and What in Chicago” were 
brought to customers’ attention by sketches 
of four different buildings well known to 
Chicagoans as amusement centers. The 
display seen in the third illustration is set 
in a buff seamless paper background and a 
sketch of the Civic Opera House was made 
by the display department and mounted 
on the large panel, while a smaller board 
displayed a purse, gloves, and two small 


white roses. The accessories grouping was 


—Above, by John Cooper, Mandel Brothers. 
... Left, by G. C. Bowen, H.C. Lytton & Co.— 
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ring circus with so many things happening 
at the same time it was difficult to see all 
of the acts. The fourth illustration shows 
one of the seven Wabash avenue windows 
that featured all types of major appliances. 
The backwalls were brilliantly striped with 
orange, red, green, and blue, alternating 
with white. Props included circus posters 
and cutouts of animals, clowns, and other 
circus figures. Floors were covered with 
sawdust and painted on the glass in b 
were sketchy outlines of some portion of the 
“Big-Top”. A number of the appliances 
were mechanized to show cross-section con- 
struction and other notable features. Stoves 
and washers that opened to demonstrate 
new lighting, insulation, and work mecha- 
nism, created a great deal of customer 
interest. The stretch of State street win- 
dows was shared with summer furniture. 
repeated together with two primitive Afri- 
can figurines as accompaniment for the 
copy card, placed at the center front. 
Palm Beach suits by Sacony achieved 
a natural freshness at Carson Pirie Scott & 
Co. In a series of four windows Clement 
Bradley, display director, caught the mood 
of spring by a hedge of fresh, early spring 
flowers which set the decor and reflected 
the pastel tints of the tailored, light-weight 
suits featured. In the display pictured at the 
bottom of the page the backwalls were 
alternate wide, pale pink and black stripes 
. the delicate pink repeated by the fresh 
azaleas set in flower boxes and used as 
a hedge to furnish the basic elegance for two 
mannequins. 
Once again Bradley turned the seventh 
floor major appliance section and most 
of the store’s window space into a three- 


—Top, by Reed Schlademann, The Fair .. . 
Center and right, by Clement Bradley, Carson 
Pirie Scott & Co.— 
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Four Display Points To Increase 


LEMENT BRADLEY, director of dis- 

play, Carson Pirie Scott & Co., Chi- 
j cago, speaking at the semi-annual 
§Fashion Group luncheon held at the Mer- 
Schants and Manufacturers Club in the Mer- 
Pchandise Mart some time ago during a furni- 
Fture show, outlined a four-point program for 
increasing sales of home furnishings. 
fiore an of manufac- 
Pturers, and merchandising executives, Brad- 
Bley explained his recently inaugu- 


Be- 


audience designers, 


store’s 


4 
frated program undertaken to arouse cus- 


that fashion 
important 


Stomers’ awareness to the fact 
fior the home is equally 
Siashion in wearing apparel. 

Bradley said in part 

“We in the display field know that visual 
Pmerchandising is a powerful sales medium 
sand we know that manu- 
Macturers, and people who are not closely 
Sconnected with the display department must 
he constantly reminded of this tremendous 
spower that display asumes in selling mer- 
Mhandise. People take pride and interest 
fin the things they live with, for their se- 
Fections as often not have been per- 
Sonally chosen with much consideration. 
Their preferences, in the final summing up, 
have been greatly influenced by the visual 
presentation of home furnishings ... or dis- 
play. We at Carson's believe home furnish- 


as as 


too management, 


as 























ing_displays sell and evidence backs this up. 

“Manufacturers and designers have been 
deeply interested in peoples’ homes and the 
things in them, often creating their best 
designs and products for home use. Maga- 
zines have done a great job in education 
and presentation. To all of these endeavors 
and many others goes the credit, for their 
the constant source of informa- 
tion, supply, and inspiration to a display 
department. 

“At Carson's in the presentation of home 
furnishings we have inaugurated a pro- 
gram of publicizing fashion through four 
general approaches to display. 

“The first of: these is room settings which 
structural approach to an actual 
room. When we think of Christmas we 
think of children and last Christmas in 
thinking of children we put them in various 
settings typical of homes in and around 
Chicago. Out of this thought came a bank 
of windows that covered the periods popular 
for present day interiors ... from traditional, 


efforts are 


are a 


—One of Carson Pirie Scott's four general 

approaches to the display of home furnishings 

is through the use of settings simulating an 

actual room . . . Below, illustrating the sec- 

ond approach—playing up merchandise from 
the designer's standpoint 





through Victorian, up to the contemporary 
designs which are being created by our 
foremost artists. We emphasized our point 
by using child mannequins in_ realistic 
poses throughout the series. For example, 
children were shown wrapping presents in 
a living room on Lake Shore drive (see 
the first photograph). As this was a modern 
home we used an abstract picture for the 
wall, fabric designed by a contemporary 
designer, and a_ stylized Christmas tree, 
hung from the ceiling and designed by one 
of our display artists. In introducing house- 
wares into the series we visualized how 
small children could be helpful in making 
Christmas cookies in a farm house kitchen; 
also we put twin boys to bed in a remodeled 
attic in Oak Park (second photograph), 
one of Chicago's suburban home communi- 
ties. 

“The value of this type of display lies 
in reaching those customers who are practi- 
cal and want to see the furniture in use 
before they can visualize its adaptability 
to their own needs. These displays have 
aroused customer interest to the point where 
our interior decorating department has been 
requested to reproduce an entire setting for 
those who lack artistic imagination and 
prefer to rely upon expert judgment. 


“The second approach to our enlarged 


Bote 


ues 





Home Furnishings 


program of selling fashion for the home 
is playing up merchandise from the de- 
signer’s standpoint. More and more the 
customer is becoming aware of the prestige 
created by a famous name. Fashion has 
always led the field in an educational 
program that has made names like Dache, 
Carnegie, McCardell, and Mr. John a recog- 
nized symbol of good design. Through 
the excellent work consumer magazines 
are doing the names of the home furnishing 
designers are being brought forward. Pres- 
entations of a group of windows calling 
attention to the characteristic examples of 
our foremost designers has created interest 
and prestige for the American industries 
that are constantly manufacturing new 
things for a more abundant life. The third 
photograph from the ‘Good Design’ series 
features the work of George Nelson, and 
the next illustration is from the ‘Planners’ 
Group’ by Paul McCobb. Eames, Hans 
Knoll, and a fabric window by Dorothy 
Liebes completed the series of big name 
designers used for the exhibit of ‘Good 
Design.” 

“The third point in our program is the 
introduction of ‘tricks’. This is not a re- 
commended standard procedure but it does 
serve effectively to catch the customer’s 
eye and leaves a definite impression of the 
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after all is the dis- 
playman’s most important job. This tech- 
nique is concerned with taking a group 
or a single piece of merchandise and com- 
bining it with a property that is foreign 
to the actual complement. This we ac- 
complished by a ‘Carnival of Housewares’ 
staged in six windows, and we included 
fashions in cotton dresses as an appeal 
to the housewife. The photograph shown 
here from the series acquires its circus 
atmosphere by three blow-ups of the seventh 
floor housewares section, visible through a 
‘trompe l'oeil background, the technique 
employed for the entire promotion to intro- 
duce color. 

“The average store has a certain group 
of windows assigned to fashions, another 
to men’s furnishings, and another to home 


merchandise, which 


—The third point in the home furnishings dis- 
play program followed by Clement Bradley, 
Carson's display director, is the use of “tricks” 
to catch the shopper's eye and leave a defi- 
nite impression of the merchandise. In the 
display at the upper left this is done by in- 
jecting a circus atmosphere into the window. 
. . . At the right is Clement Bradley .. . 
Fourth on the display program for home 
furnishings is the policy of devoting all the 
store's 26 windows to a semi-annual promotion 
on this merchandise alone— 


Sales 


By MARIE HOSFELD 


furnishings. Because of the growing interes 
in the home Carson's was influenced in 
establishing a policy of devoting all of it 
windows to a semi-annual promotion o 
what was termed ‘Home _ Fashions-Go 
Round’. The first of these presentation 
was accomplished with a contemporary 
prop that had to be functional enough 
allow a draping of fabric, a suggestion fo 
wall coverings, and a window or door t 
carry out a decor, Dut its principal functio' 
was to be a device for display. This un 
precedented promotion, which was a brea 
with State street’s tradition, occupied 
windows and was timed with the introduc 
tion of House & Garden’s new palette o 
fall The display was divided int 
three groups of periods . . . modern, tradi 
tional, and provincial. The illustration a’ 
the lower left of a Regency setting and th 
final photograph of a Victorian settin 
illustrate how the same prop was utilize 
to produce an atmosphere that would assis 
the customer in assembling furnishings o 
her choice.” 

In summarizing his remarks Bradle 
cautioned that no matter what approac 
is used, whether it is from one of the above 
groups or a happy combination of any, in 
all cases the displayman should let the 
merchandise steal the show. 


colors. 





Los Angeles S 


PRING is “bustin’ out all over” Los 
and its environs as display 

directors introduce their new  fash- 
ms. They use properties of fresh flowers, 
fruit tree branches 
right through the 
blossoms both inside 


Angeles 
oe 


re birds, and even 
hich seem to grow 
ass, with artificial 
d outside the windows. 
SDisplay Director 
Nash & Co., Pasadena, promoted print 
Mfesses with patent accessories. <A _ three- 
pie< e wardrobe was shown on two manne- 
q@ins, and the read, “Spring 
+@ Print with feature story Patents”. 


Louis Craig of F. C. 


copy goes 


The 
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By SALLY SHERRY 


dresses were displayed against a roll of 
newsprint just as it comes from the press 
As both the newsprint and the merchandise 
were in black and white, color filters were 
used on the spotlights to soften the display. 
“The Mating Season ... A perfect mar- 
riage of nylon and lace in bridal lingeri 
was the script in a giant book with a white 
satin bookmark in a series of “Mating 
Season” windows (second photograph) by 
M. D. Luick, display manager of The 
3roadway-Hollywood. In the background, 
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—At the left and directly below, by Louis 

Craig, F. C. Nash & Co., Pasadena . . . Above 

and lower left, by M. D. Luick, The Broadway- 
Hollywood— 


pring Song 


yards of white satin ribbon were draped 
back and held by double rings of gold. 
In each of the windows were a pair of 
live lovebirds living happily in a cage sus- 
pended by satin ribbon and surrounded 
by a large wreath of preserved fern and 
lilies of the valley. The mannequin wore 
nylon and lace. A white-rock pattern on 
the floor pointed up accessories of white 
satin slippers and perfume. Inside the store 
in big white cages wreathed with real fern 
and artificial lilies of the valley were color- 
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—Immediate right, by M. D. Luick . . . &- 

treme right, by Allen Chute, Bullock's-Pasa- 

deno . . . Cent by William Meissner, 

Ohrbach's . . . Below, by Jim Stewart, The 
May Company-Wilshire— 


ful parrots, aiso real and very eye-catching. 

“This spring Fashion’s Fancy turns to 
lilac hues,” read the copy in another of 
Louis Craig’s windows showing a two-skirt 
suit with jacket and stole, and lilac ac- 
cessories (third illustration). This was one 
of a number of costumes displayed through 
a series of free shapes that were constructed 
across the entire window. The walls of the 
free forms were painted in shades ranging 
from deep royal purple to soft lavender. 
A manzanita branch extending from the 
second amoeboid shape was painted a soft 
pink, and a large jeweled butterfly was in 
the same color. The fact that each free 
form was smaller as they went back into the 
window gave the display a good feeling of 
depth. Blue and pink filters were used on 
the spotlights, blending with the lilac and 
giving the window a lovely glow. Two 
smaller butterflies were perched on the free 
form near the larger one. 


In a “Cheesecake” window, M. D. Luick 


exactly an advertisement for 
Gotham hosiery which appeared recently 
in Life magazine. The mannequin’s dress 
was caught in the leashes of her two French 
poodles, thus displaying the hosiery. The 
word “Cheesecake” in cut-out script was 
fastened to an upright in the rear. Her 
hat, dress and long white-kid gloves were 
exactly as featured in the ad. A card said, 
“As seen in Life Gotham’s exciting 
new ‘Cheesecake’, sensational hosiery color 
of '51”. 

Luick used not only the windows but also 
the fire escapes of the Broadway-Holly- 
wood to display red sleepers for men, 
women and children. Mannequins in the 
windows brought props of ladders, buckets 
and barrels of water, and a doll in little 
red sleepers sat on a bucket marked “Fire”. 
A wide red ribbon carried the eye up the 
fire escape where additional mannequins 
in red sleepers waved excitedly. Huge 
posters on the street and first floor read, 
“A fad that caught fire”, and “Fireman's 
Red Sleepers”. 

Allen Chute, display director of Bullock’s- 


reproduced 
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Pasadena, had an interior display of pink 
and white millinery complemented by potted 
azaleas in the same shades. “Flower Fresh 
for Spring” read a white scroll with pink 


lettering. A dozen hats were displayed 
on a white wire fountain-shaped fixture 
around the bottom of which were placed 
the white pots containing the azaleas. 
“Signs of Spring . . . separates . . . main 
floor .. . Ohrbach’s” was the copy on a card 
in each of a series of windows of a spring 
separates promotion by William Meissner, 
display director of Ohrbach’s Los Angeles 
> In one window the merchandise 
ting of duster, sheath dress, jacket, 
skirt and blouse, cloche hats and calf 
pumps) was shown in mimosa yellow with 
the calf pumps dyed to match. In another | 
a similar combination was done in apricot, 
and in a third the featured color was lilac. 
In each of these windows the three manne- 
quins wearing the Ohrbach separates were 
framed by an ivy paper with a lilac and 
white spatterdash border. Spotlighted on 
either side of the featured items were match- ] 
ing sweaters and accessories in shadow- 
box windows. The lilac outfits, matching the 
spatterdash border, were particularly re- 
freshing. In each of the windows a pot 
of artificial lilies completed the effect. 
“The lady with the green hair” is a 
[Continued on page 88] 
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—The big corner window was the key-note of 

the entire Hawaiian promotion. The other 

displays shown are typical of the rest of the 

series. Joe Sjursen, display director, attaches 

much importance to the value of #scalator 
displays— 


short time ago completed a promotion 

with Hawaiian and resort apparel for 
men, women, and children which was highly 
successful. The accompanying distinctive 
and comprehensive program of display was 
predominantly responsible for the satisfying 
results. 

Joseph T. Sjursen, display manager, com- 
ments: “A year ago we entered into a 
merchandise contract with a firm in the 
Hawaiian islands. Native, resort-type cloth- 
ing was flown in by Northwestern Airlines. 
We devoted one window to the Hawaiian 
theme. It was so completely successful 
that we decided upon a store-wide promo- 
tion of Hawaiian clothing as well as our 
standard resort stocks. The cost of the 

omotion was minimized through the in- 
pensive purchase price of the materials 
the Islands and the cooperative type pro- 
am engaged in with the Hawaiian Tourist 
ureau representative, Northwestern, and 
an American airlines.” 

The majority of the display materials 

iployed were flown in from the islands. 

man who had spent many years in 
awalii worked with Sjursen in order that 
isplays would be entirely authentic in 
ch detail. Display materials shipped in- 
uded : 

A 4-foot Mahi-Mahi fish; Mahi-Mahi 
llets for food service; macadamia nuts; 
i 150—8-foot palm leaves; 3,000 

; 2 tree stumps; Bird of Paradise, 
, and ginger blossoms; 3,000 
which were contributed by the 
awaiian Tourist Bureau, plus 2,000 which 
ere purchased and flown in by Frederick 

& Nelson; 72 leis for placement on manne- 
@uins; assorted tropical fruits 
s 


Pristort time & NELSON of Seattle a 


| 
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Frederick & Nelson Dramatizes 


These were supplemented with additional 
tropical fruits purchased locally. Palm 
stems, scatter grass and other conventional 
props were naturally used in a_ supple- 
mentary capacity. Island museum pieces 
were obtained from a local museum and 
used throughout. 

It was learned that a Hawaiian grass 
shack was available in St. Paul, and Sjursen 
arranged to have it shipped by rail for 
placement in the Tea Room. The regular 
Wednesday luncheon fashion show was de- 
voted entirely to resort clothing with each 
detail correlated for coordination. The 
models used the grass shack as a base for 
operation. Attention was called to the 
fashion show through newspaper and radio 
advertising. 

A duplicate luncheon was also given for 
the press groups, including newspaper, 
radio, and magazine representatives. Much 
institutional type advertising resulted from 
this luncheon and contributed to the suc- 
cess of the promotion. 


The entire program of display required 
six exterior windows, one corner window, 
two first floor and two second floor esca- 
lator displays, 22 display platforms on the 
second floor, and 14 ledges on the first floor. 
While continuity in display was achieved, 
the approach employed in each display 
varied. 

The massive corner window 
oped with all-Hawaiian clothing. A luau 
was recreated with Ti leaves as a base, 
profuse use of orchids and other flowers, 
and a massive display of tropical fruits. 
The orchids and other flowers were sprayed 
frequently with water and held up very 
well. Palm trees were created with the 
palm branches in their natural green state. 

Sjursen has insisted that the architects 
planning the Frederick & Nelson remodel- 
ing program create ideal escalator display 
areas. He explains his viewpoint: “I can’t 
think of any other way in which a store 
can be absolutely sure that the customer 
will stand and examine any given display 


was devel- 
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Hawaiian Theme 


for a period of several seconds. The area 
compels attention from those ascending to 
a particular floor, and again when they 
descend to street level.” While the area is 
approximately 4 feet wide and 15 feet in 
overall length, only one mannequin was 
shown in it for the Hawaiian theme. The 
balance of the area was devoted to decora- 
tions. Flowers, palm leaves, Ti leaves and 
the like were combined with luggage and 
suitable accessories for the base of the 
display. 

Frederick & Nelson, a branch of Marshall 
Field, following completion of their re- 
modeling program will be the largest de- 
partment store west of Minneapolis and 
north of San Francisco. It is a prestige 
operation in which the program of display 
is of the utmost value. 

The basic concept of display with the 
store varies from the usual in their com- 
plete belief in coordination. Exterior banks 
and corner windows are always combined 
with interior display for coordinated effect. 


Sjursen comments, “If we say in our cor- 
ner window; for example, that navy blue is 
the color, we feel it destroys our decorative 
theme to admit with the other windows or 
interior display that yellow may be all 
right or that red is a good color, too.” 

So interior settings at Frederick & Nelson 
are consistently identified with windows 
and central decorating themes. Concentra- 
tion of effort for interior displays is equally 
great with that given exteriors. 

“scalator display areas are considered 
particularly potent for interior display, as 
metioned previously. For coordination, at 
least one floor is devoted to the theme 
employed in the corner window or banks of 
displays. With the completion of the re- 
modeling program, nine floors with esca- 
lator spaces will be available. It is con- 
ceivable that one promotion theme could 
be given each of these areas. Generally 
speaking, however, a lesser number will be 
devoted to one theme display of merchan- 
dise sold on that particular floor. This is 


By MARIE GRANT 


considered potent suggestion-selling. A 
good display can easily stimulate sufficient 
desire for the individual to step from the 
escalator and shop on that floor for mer- 
chandise displayed or for related items. 

In explaining the Frederick & Nelson 
psychology of display, Sjursen explains, 
“We believe there are no hard and fast 
rules. The approach in each instance must 
be made without any preconceived idea. To 
develop a principle or motif of ultra- 
sophistication would prove effective with 
some merchandise and disastrous with, for 
example, English tweeds. We believe that 
display should tend toward showing mer- 
chandise as it is worn or used, in its natural 
environment. While some merchandise will 
not lend itself to this treatment, the basic 
rule is one of providing a display setting 
which will highlight some strong selling 
feature of the merchandise. If the display 
doesn’t add to the importance of the mer- 
chandise it introduces, it is poorly conceived 
and ineffectual.” 
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Arrangement: Three units are noted in this summer 
pastel dress display. Arrangement is pleasing and 
the units are well baianced. 


Properties: Mannequin takes the spotlight in her 
summery gown, the color of which is taken from 
one of the sherbet scoops. Dessert glasses with 
double scoops of sherbet, each a luscious shade, 
surround the mannequin. Copy card in lower right 
corner might use this caption: ‘Double Scoop in 
Sherbet Shades’’. 


Arrangement: Two definite units are noted in this 
summer print display. It is simple in arrangement 
and ideal for a small window. 


Properties: The display is meant to create an 
atmosphere of coolness with its palm-leaf fans — 
the small one held by the mannequin and the 
over-sized one at her side. With her print dress 
she wears a colorful sombrero. Large copy card 
flanked on left of window helps to balance the 
display. 


elt 
_— Manatee 


Arrangement: This display consists of four units 
with accompanying copy cards. Display reads 
from left to right. 


Properties: The slacks are shown on forms in 
various poses. Each pair is banked with daisies 
and copy card. An outdoor setting is used for 
this display, showing a hedge as the background. 
Spring copy card is shown in center foreground. 
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COMING UP 


Arrangement: Here is a good suggestion tor 
Father's Day. It is made up of two definite units 
in pleasing arrangement. 


Properties: Father is shown enjoying leisure mo- 
ments in a hammock placed under a tree. An 
assortment of shirts is displayed in the foreground 
with groupings of ties. Large copy card is placed 
in the midst of the shirts. 


Arrangement: Five units are smartly arranged in 
this men's bow-tie display. A limited amount of 
merchandise gives the display an air of importance. 





Properties: Oversized cut-out bow-tie has a two- 
fold purpose. First, it adds a decorative note; 
second, it serves as a copy card. It points out the 
four types of men, shown above the tie unit, each 
with a bow-tie suitable to his type. The caption: 
"For Every Type of Man’ is lettered across the 
tie unit. 


Arrangement: This Father's Day display consists 
of two units. 


Properties: Miscellaneous items appropriate for a 
Father's Day window are displayed on props which 
include a ladder, a screen and a barrel. Large 
copy card is posted on the screen with caption: 
"Gifts for Dad’. Other copy card is shown in 
center foreground. 
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...on and off the record 





—Charlie Merrill, dis- 
play director for S. 
Kann Sons Company, 
Washington, and Mrs. 
Merrill relax on the 
deck of the “Queen of 
Bermuda” while on va- 
cation— 


—English display people at a Cinderella party given 
by Winston Clark of the display studio of that name 
in Richmond, Surrey. Roger Pryor, head of Bentall's 
display department and known to numerous Amer- 

—Harold McLaren, display ican displaymen from his visit to this country several 
director of The Bon Marche years ago, is at the upper left— 

and winner of the grand 

prize in DISPLAY WORLD's 

International Display Con- 

test for 1950, is at the left. 

Clarence Nickolson, in 

charge of display at The 

Bon Marche's Northgate 

unit, stonds at the right— 


—Celebrating his 85th 

birthday by appearing at 

his desk as usual — Harry 

Jones, Adler-Jones Com- 

pany, Chicago. He has 

been in display for the 
past 57 years— 





—Members of the display depart- 
ment of Gately's, Chicago. Left to 
right, Bob Kane, sign shop; Len 
Martinano, assistant; Bob Masco, as- 
sistant; Jack Virden, display director; 
Bill Crowe, interior display; Bob 
Lambert, assistant— 


—Joseph Sobelman, extreme left, was 
winner of first prize in the student 
display contest sponsored by the Na- 
tional Display Institute. The three 
judges, in the usual order, are Marc 
Bieler, display director, Bonwit Teller; 
Earle J. Taylor, display director, 
Strawbridge & Clothier, and Fred- 
erick Yost, director of design, John 
Wanamaker, all of Philadelphio— 
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Jack Boghosse 


developed his artistic and romantic flair for display at the Ecole des Beaux 
Arts in Marseille. He returned to this country in 1929 to work under 

John W. Norton, who was one of America’s foremost mural painters. 
Jack dabbled in lithography, and remodeling for a large department store 
chain. When Goldblatt’s became established on State Street in 1937, 

he became its much sought after interior decorator. His talents were further 
utilized for window decoration, and, in 1949, he was appointed display 
manager for the entire chain. Jack takes time out from a busy schedule to 
paint water colors or to go fishing. 
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Goldblatt’s—State and Van Buren, Chicago Goldblatt’s—new store, Madison and Pulaski Sts., Chicago 


Goldblatt Brothers, Inc. of Chicago, Has Earned 
the title of America’s Fastest Growing Department Store Chain 


Beginning business in a tiny store on Chicago's V est Side 
in 1914, Goldblatt’s, by selling merchandise at “the lowest 
prices in town,” has expanded into a chain of 16 units 
located on State Street, in busy neighborhood shopping 
districts and Joliet, Illinois, Gary, Hammond, and South 
Bend, Indiana. On April 5th, Goldblatt’s opened its 15th 
department store, an ultra modern, one story, 468 foot 
long building at the intersection of Madison and Pulaski 
streets in Chicago. The building received national acclaim 
for its distinctive appearance and its revolutionary mer- 
chandise display. There are 21 “visual front” show win- 
dows at Goldblatt’s Madison-Pulaski store. Shoppers can 
look directly into the store through these windows. The 
far wall of the store acts as a back drop. A center dividing 
One of 15 Printasign Installations throughout the _ panel in these extremely long windows may be used on the 
Goldblatt Chain opposite side for interior display. 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST.* CHICAGO 5, ILL. 
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Dramatizing Comfortable Living 


§ E recently did a home furnishings 
; VG promotion — which designed 
: principally to express the way of 
tcomfortable living as we see it, using ex- 
Fisting stock of contemporary and_ tradi- 
tional furniture. We entitled the promotion 
“The American Trend to Comfortable Liv- 
The entire event included a complete 


was 


Sing” 
tbank of 14 windows, a partial remodeling 
fof our furniture floor, and department dis- 
iplays in all divisions associated with home 


the promotion we com- 
Lee, Ltd. to design the 
The event was so successful 


For 
Tom 


‘furnishings. 
)missioned 

room settings. 
that we plan to repeat the idea in August. 


By FRANK VERMILYE, Foley's, Houston 


Only three of the fourteen window dis- 
plays are pictured here. First is the man’s 
den, done in cobalt blue and natural brick. 
The effect desired was a very quiet and 
pleasing atmosphere. 

At the upper right is a picture of our 
main, or vista, window. This was a com- 
plete departure from the style of other win- 
dows, as here the thought was to develop 
a view of the patio, working around the 
theme “Bring the inside out and the outside 
in”. The upper section of the window is 
the living room area with colors in coral 

This section had a complete 
redwood floor, recessed book- 


and yellow. 
California 


case, and a very modern draped section at 
the far end of the room. The lower section 
was done entirely in white brick. This win- 
dow contained a built-in sofa upholstered in 
black. At the right of the photograph, in 
front of the male mannequin, is a built-in 
barbecue pit. In the center of the window 
is a plant box unit recessed into the piat- 
form area containing a yellow mimosa 
tree. This display was outstanding in color 
and beauty. One of its features was the 
beamed ceiling done in redwood. 

The last photograph shows the music 
room, having one wall covered with mirror 
panels which gave the window great depth. 
The main feature was the recessed bar 
section done in white and yellow and the 
recessed music album section done in olive. 

The main corner display was done en- 
tirely in white, black and chocolate brown, 
with furniture in black, brown and natural. 
Features included matching wallpaper and 
draperies, white marble floor, recessed fire- 
place, and a bookcase. 

The bedroom showed modern 
and was done in white, lilac and_ black. 
Worthy of mention were the chair and 
boudoir stool upholstered in the same pat- 
tern as the floor covering, special giant 
lamps constructed in our display department, 
and the open linen closet with all of the 
merchandise it contained in shades of lilac 
and lavender. 

Traditional 
dining room; colors in this room were 
Kelly green and gold with white satin 
draperies. Principal point of interest, dis- 
playwise, was a complete 12-foot bay win- 
dow behind which was a wisteria garden 
effect. 

Other windows showed the guest bedroom, 
boy’s room, girl’s room, and a combined 
dining and kitchen area. This last was a 
full-size kitchen, the far end containing 
a complete laundry room. 


furniture, 


furniture was used for the 
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Towering 39 feet high 


and made of 





Largest plastic display in the world . . . indoor or out- 
door. Designed and constructed by Bliss Display Cor- <a 
poration, 460 W. 34th St., New York City. COLLOID TREATED FABRIC 


| DIP IT! 
DRAPE IT! 
SHAPE IT! 
CAST IT! 


The “Celastic” figures 
pictured here are just 
one of the hundreds of 
uses “Celastic” is being 
applied to... The 
most versatile medium 
known. Now you can 
make displays at a frac- 
tion of the time; at a 
fraction of the cost... 
“Celastic” dries in 20 
minutes, is lightweight, 
unbreakable and wea- 
therproof, too! 





ANGEL CHOIR: These are two of the five monumental “Celastic” figures that form an 
Angel Choir in George Washington Memorial Park, Paramus, New Jersey. Townsfolk who 
sponsored the novel Christmas spectacle believe it to be the largest in the country. 
Special amplifying systems were installed to make it appear as though the giant choir 
is singing. Towering 35 feet in height, the figures are easily visible from the highway; 
twelve miles west of the George Washington bridge. This display designed and con- 
structed by the Bliss Display Corp., New York City. 


WRITE TODAY FOR DETAILED LITERATURE ...IT'S A DISPLAY MUST! 


B ll NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
DISPLAY AND ALLIED INDUSTRIES 
en alters Inc. 125 WEST 26TH STREET, NEW YORK CITY 1 


rade mark of the Celastic Corp. 
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ombine Emotion, Reason 
For Displays That Sell 


By ALBERT BLISS* 
Bliss Display Corporation, New York City 


“In a good display, two forces work together to produce a sale: 


emotion and r Facts sh 





Id appeal to reason. They help 


to create acceptance and help to make the looker feel that his 


FEW years ago the display profession 
Alen criticized for over-emphasizng 

the decorative or ornamental part of 
its work and for neglecting a more down- 
to-earth selling policy. 

Eight or ten years ago, some of our critics 
flippantly, if not irreverently, accused us of 
“ribbon-tying”. 

Whether or not we were guilty of this then 
is not the question now. 

The point to consider now is that at the 
time these criticisms were made, a few of 
pus refused to take them lying down. 

' Lacking any real facts or figures to prove 
| whether we were right or wrong, we had to 
fall back on our instincts. 

But instincts, even though right, carried 
little weight against management's argu- 
ments because management had the figures 
to prove that we were wrong. 

Therefore a few of us accepted the chal- 
lenge and searched for facts, hoping by.these 
facts to take our places as equal members 
of the sales promotion family. 

At first a new display responsibility was 
defined namely, that all effort would 
be directed to selling more goods to more 
people, faster, at reduced selling costs. 

As a means of letting management know 
that we recognized this good responsibility, 
a new name was coined and publicized: 
Visual Merchandising. 

The National Association of Display In- 
dustries then inaugurated and subsidized 
a visual merchandising research program 
conducted by the New York university 
School of Retailing, under the direction 
of Professor Howard Cowee. 

For two and a half years the ocular be- 





*Address, Southern Association Confer 


ence, Dallas 


Display 


purchase will be safe and wise . . . The stronger your emotional 
appeals, the more fully will the facts be accepted and believed." 


havior of store traffic was observed, re- 
corded, and classified. Two books were 
published by Prentice Hall, entitled 
“N.A.D.I. Visual Merchandising Research 
Series, Report No. 1”, and “ Report 
No. 2.” 

Approximately 2,000 copies of each are 
now being used in schools of retailing 
throughout the country. 

A score of display directors became di- 
rectors of visual merchandising. In most 
cases these men took over or became an 
integral part of store planning. 

Three years ago, the National Retail Dry 
Goods Association recognized the display- 
men for the first time in its history and set 
up a separate division within the NRDGA 
called the Visual Merchandising Group. This 
group is now publishing a manual of Visual 
Merchandising prepared by its members. 

So in retrospect, we find that what at first 
some sceptics thought was only a gimmick 
or a trick name has become, after eight 
years, an established and fairly well-recog- 
nized medium of sales promotion that has 
taken its position alongside of and not be- 
neath the other media. 

During these last eight years we have been 
trying to prove something. We did come up 
with some very good material; for example: 

We proved that more people buy more 
goods faster if these goods are elevated and 
placed at an angle of sight most easy to 
see. 

We proved that in most cases “best sellers” 
or “key items” should be exposed with 
greater emphasis than other stocks. 

We proved that when samples of a classi- 
fication are shown “in use”, more people 
buv in less time. 

We also proved that popular-priced lines 


MAY, 1951 


move faster if the duplicate stock is ex- 
posed. 

These and other good conclusions have 
been reached as a result of our research 
... good, because now when we sit in store 
meetings with controllers, merchandise and 
sales promotion men, we can talk to them in 
language they understand. 

But ... and this is a very big question 

. in acquiring a new language, are we now 
in danger of losing our native lyrical tongue, 
which is and always will be the language of 
inspired, imaginative showmanship? 

It is a language of creative make-believe 
that our customers have always understood 

even if foreign to statistic-minded 
planners. 

In freeing ourselves of the frills and 
furbelows of so-called “ribbon-tying” we may 
find ourselves imprisoned in an unvarnished, 
literal, and heartless super-market of mer- 
chandise exposed on efficient trestles, em- 
bellished only with showcards and _ price 
tickets. 

What makes us think that this sanitary, 
spiritless, and efficient way of displaying 
goods alone will sell more goods to more 
people, faster? 

Are we forgetting that the desire to own 
almost anything starts with an emotional 
appeal ? 

In a good display, two forces work to- 
gether to produce a sale . . . emotion, and 
reason. 

Facts should appeal to reason. They help 
to create acceptance and help to make the 
looker feel that his purchase will be safe and 
wise. People need and want facts . . . both 
as reasons and excuses for buying, to justify 
to themselves a buying decision which may 
really be based on their emotions alone. 

The stronger your emotional appeals, the 
more fully will the facts be accepted and 
believed. 

In other words, the heart has a lot to do 
with dictating to the head what to believe 

. and even more about what to do about 
it. 

The mind often tells us we can't afford it 
... that we don't really need it... and that 
we shouldn't buy it. 

But in spite of all this clear reasoning, 
the emotion makes us want it. And if the 
emotional appeal in your displays is strong 
enough, the mind can be made to reason 
that we really do need it. 

In short, as J. P. McEvoy said, it is the 
emotion that makes people buy things they 
don’t need, with money they haven't got, 
to give to other people they really don't 
care too much about. 

For those sensible planners who hold that 
merchandise alone is sufficient to arouse 
this emotional appeal to buy without the 
embellishments of mood-creating props or 
settings, may we make several points. 

First, there is the well-worn cliche, “Does 
Macy's tell Gimbel’s?” As long as several 
competitors in a trading area sell practically 
the same things at the same prices, it will 
be almost imperative for these competitors 
to use additional props or settings so that 
the merchandise of the one may be more 
emotionally appealing than that of his com- 
petitor. 

On the other hand, there is little doubt 
that elegant, original fashions, expensive 
furs, or automobiles and precious jewelry, 

[Continued on page 73) 
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Now Available in the 
Sensational New Finish= 


Neutral flesh tone scientifically 
developed to show the true 
shades of sheer hose. 





Will Give Years of Effective Display Service 


Nu-Vel finish isn’t just a surface finish. It goes clear 
through. Should the form become soiled (and they all 
do eventually) it is easily and thoroughly cleaned with 
warm soapy water or, if badly marked, with fine 
sandpaper. 


Fairy Forms aren’t brittle — won't shatter. Smoothly 
closed soles keep stockings from snagging. Sleek lines 
give hosiery the glamour that makes it SELL. Avail- 
able in a complete range of styles and finishes for the 
most effective display of all types of women’s, men’s | 
and children’s hosiery. Write for Catalog 331. For 
Lounging Socks, too— write for prices. 


SHOE FORM CO. INC., AUBURN, N. Y. 


In Canada: 
United Last Co., Ltd., P.O. Box 3000, Montreal, P. Q. 





hese dine ctaMncnnteeptivnaeston mitre ita oe 


Flexible 
Display At 
Gimbel’s 


-XIBILITY and individuality keynote 
the displays on the “Famous Fashion” 
floor of Gimbel’s, Philadelphia, recently 

remodeled by Cordes, Bartos & Mihnos, 
architects. Throughout the floor, display 
facilities have been planned so that they can 
be constantly changed and rearranged to 
suit the merchandising policies of the store. 
In addition, they have been planned to carry 
Sout the motif of the particular department 
fin which they are located. As an example, 
fin the sportswear department displays have 
a rustic appearance, while in the millinery 
room they are delicate and frivolous in 
character. 
+ One of the outstanding aspects of the 
fremodeling of Gimbel’s is the development 
fof a store-within-a-store, the “fashion boule- 
d” group of shops stocked with famous- 
| name designer clothes to please the most 
Pparticular shopper. Since the shops in 
Pthis area open off the fashion boulevard 


as they would off a street, displays are 


Fplanned to simulate show windows of 
} small, exclusive stores. 
In the store’s Fifth Avenue Shop, which 
} was redecorated earlier by Edwin Cordes. 
the actual selling is done in the privacy 
) of large, luxurious fitting rooms which serve 
fas individual showrooms. To the right of 
‘the customer as she enters is a large “shop 
window” with walnut paneling background. 
o the left, set in wall niches, are triangular 
ases for the display of hats, shoes and 
Pother accessories. Within the Fifth Avenue 
Shop, however, display is limited and atten- 
tion is focused on a stage where fashion 
shows frequently take place 


<4 











—Top, a large “show window" marks the en- 

trance to the Mayfair Shop; an outdoor atmos- 

phere is emphasized here . . . The Bride’s Shop 

also makes use of a “show window" at its 
entrance— 


Next to the Fifth Avenue Shop is the 
Bride’s Shop. Here, too, the entrance is 
marked by a large window, large enough 
to display the most regal bridal gown with 
the longest train. As a background, a rich, 
brocaded, and appropriately bride-like fabric 


—Cane backgrounds for the displays, show- 

cases of redwood, forest green walls, and a 

hunting mural contribute to the Mayfair Shop 

. . « Left, structural columns are used for dis- 
play backgrounds— 


is used. The interior of the Bride’s Shop 
has no displays, since it is actually a re- 
ception room in which the bride may discuss 
wedding plans with a member of the store’s 
staff. 

[Continued on page 76) 
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pages could be filled raving about 
allied’s christmas line . . . . but 
seeing is believing. 

on display at 65 madison ave., 
new york 16, starting june Ist. 
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Angels On A Heroi 


~ October the Bliss Display Corpo- 
te ration, New York City, was chosen 

by the Kirk Schivell Advertising 
Agency, Ridgewood, N. J., to design and 
construct the largest plastic display ever 
made for either indoor or outdoor use. The 
project was to build five giant size angels, 
feet tall, standing back to back 
in a circle. They had to be light enough 
to withstand handling, transportation and 
rough weather. And they had to be, most 
of all, able to withstand any type of weather. 
That was the problem, plus a time factor. 


' This job had to be completed within a time 


» company’s 


limit that permitted just six working days 
this during the 
when manpower 
They were 


each angel —and all 


season 


for 
busiest 
and space were at a premium. 


table to complete the job in 14 working days 
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by using a special product called “Celastic.” 

The natural approach to this job would 
be papier mache. This, however, had serious 
drawbacks in a display of this size. Number 
one: it was too slow drying, thus tying up 
a great amount of floor space. Number 
two: it required complete detail in chicken 
wire before the paper could even be applied; 
this in itself meant a big, time-consuming 
Number three and most important: 


je »b. 
impossible to weatherproof 


it would be 


—Upper left, the first steps in production—the 

original sketch and the ‘I-inch-to-I-foot scale 

model in clay . . . Center, erecting the five 

angels in George Washington Memorial park, 

Paramus, N. J. . Right, the 35-foot angels 

at night . . . Below, at work on the giant 
figures— 
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c Scale 


satisfactorily figures so large in papier 
mache. 

Bliss selected “Celastic” instead. It is 
a plastic impregnated cloth which comes in 
various weights, various widths and 25 to 
50 yards long. When it is dipped into a 
solvent it becomes soft and then may be 
draped or shaped into any desired form. 
In approximately one hour it is dry, hard 
as a rock and waterproof. 

A clay model of the angels was made 
scaled 1 inch to the foot. Then came the 
first step of construction. Straight wood 
forms were built as near to the size of the 
torso as was necessary. These were simply 
crate-like boxes, five sections to each figure, 
bolted together. The heads and _ hands 
were cast in moulds. Each head was then 

[Continued on page 72] 
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ACTION! 
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9 Colorful Motion Displays for Christmas 


Write for Pictures of the Complete Line 


SANTA'S WORKSHOP 


6-504 — This display is 84" wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. The 
entire background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 


. The Gnome (left hand corner) has double action of turning 
wheel and moving arm. 

. The Gnome with packages has a teetering action as though to 
save the packages from falling. 

. The Gnome —s sled has very realistic hammer action. 


4. Santa shakes with mirth. 

5. Jack in Box jumping in and ovt. 

6. Painter works on drum with up and down stroke. 

7. Gnome on horse rocks back and forth 

8. Tailor puts finishing touch to doll with natural sewing action. 


This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 


cost of this display complete with motors attached is $80, 
Santa and Reindeer 


©-503—The Santa Reindeer is beautifully painted in nine colors. It is 33''x48''x4" 
and very sturdily constructed with a wooden shadow box frame. The front 
has a heavy piece of acetate printed to give the effect of a window with 
icicles. The Deer gallop and Santo waves his arm, while in the sky the stars 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this 
display complete with motor is $37.50 F.O.B. our factory. 


GREGORY MOTORS INC. 


Consult Us On Your Animated Problems 
320 BRIDGE ST. BROOKLYN 1, N. Y. 


For Canadian prices consult Walter Dickinson & Co., Ltd., 184 Bay Street, 
Toronto, Canada. 





O.B. our factory. 


Yes, there is a Santa Claus 


6-502 — This is o very attractive Christmas animated 
display 45" wide, 35" high and 5" deep. It is printed 
in several brilliant colors on 90 point white lined card- 
board with a separate wooden frame. The top of the 
fireplace has a shelf 5" wide on which there are three 
decorative pieces that can be removed if you wish to 
use it to display merchandise. The action shows Santa's 
arm in motion pointing to the children as if asking if 
they believe in Santa Claus and they ore vigorously 
nodding their heads. The expression on the children's 
faces denotes surprise and wonderment while Santa is 
his usual jovial self. The fireplace is illuminated by a 
red bulb —_ the appearance of burning embers mak- 
ing it a LIGHT AND ACTION DISPLAY. i i is electrically 
-—— by a are er 3g — 110 volt, A.C. 
or current. It is pac ina duty shippin 
carton. The cost of same is $42.50 On tein : 
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Display At Sanger’s 


Here we have a group of five displays representative of the 
type of work done at Sanger Brothers, Dallas, where Fred 

mmerli is display director. 

The first setting, with the pealing church bells, is the stage 
used for a fashion show. It was done by Bill Reed and Horst 
Rosenberg. 

Directly above, a simple window for gray wool suit: 
cuted by Dale Brown. 

At the immediate left, Dale Brown and Horst Rosenberg 
collaborated in producing this window for broad-brimmed 
millinery. The fish seen in the shadow-box were made of 
plastic. 

At the lower left is a millinery display by Dale Brown, who 
also did the window at the lower right in which silk piece goods 
was shown before a background of leaves done on a giant 
scale. 





MAY, 1951 





CHECK YOUR 
““SALES-PULSE”’ 


ORDER YOUR 
REPORT No. 2 


SaTiomal associatios 
OF S1sPLaT ieeusTaEs 


PROCOESSIVE meceCuAneIsE 
Peeseatation 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Ill. 


AY WORLD 


... proved by 1,290,000 


Customers! 


Sales jumped from 18 to 67% by the use of proved display technics 
for merchandise totally unpublicized in any other way. 
The ability of display to start and sustain sales was 
conclusively proved from the results of a nation-wide study. 


N.A.D.I. sponsored this study which was conducted by N.Y.U. School 
of Retailing. Varied merchandise was used in 58 test 
windows in one store in each of twelve cities. 
1,290,000 customers were covered . . . believed to be the 
largest sampling group in any marketing research. 


Complete details on traffic, readership and sales effect 
brought out by this study are revealed in a 128 page book. 
Report No. 2, the second in our Visual Merchandising Series, is now 
available, in a fully illustrated, bound volume. 


Check your “sales pulse” against these records. 
Send coupon below for your copy of Report 
No. 2 — or if you haven't seen R 
No. 1 — send for both, $5.00 a copy. 
SEB BSS MERB ERB SERSB EE MH 


National Association of Display Industries 
203 N. Wabash, Chicago 1, Illinois 


Please send me ... copies of N.A.D.I. Visual Mer- 
chandising Research Series Report Ne. 2, at $5.00 
each, Enclosed is my check for § 

Name 

Store 

Address 

City be 
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...For The Small Store 


ECORATIVE screens (A) make very 

useful display props for any window 

display, and this sketch shows one 
which can be built easily out of wallboard 
mounted on a 1 by 2-inch frame complete 
with pin hinges. The panel at the right 
shows a decorated treatment obtained by 
cementing on small cutouts of wallboard 
squares. A second inner square cut out of 
heavy card can also be cemented in posi- 
tion as shown, with ordinary wood drawer 
pulls attached in the middle. The finished 
panels can then be given a coat of shellac 
and the squares painted in contrasting 
colors. 

Another attractive treatment would be to 
first paint the wallboard a suitable seasonal 
color and then cover the separate squares 
with a rough textured, contrasting color 
material. Cut the material about 1 inch 
larger than the squares, fold over, and tack 
at the back with a staple gun. The ma- 
terial-covered squares can then be ce- 
mented or nailed in position with small 
brads. Most display jobbers carry a fine 
line of decorative papers and materials in 
smart modern designs and on request we 
shall be glad to arrange to have actual 
samples mailed to you; there is no obliga- 
tion, of course. 

The left hand panel shows the squares 
cemented or tacked in position, both painted 
in contrasting pastel colors. The colors or 
decorative media on these screens can 
easily be changed to conform with the 
various seasons or the merchandise in the 
window. 

(B) The pine board in this unit is mitered 
at a suitable angle so that vertical lengths 
of round wood stock or lengths of curtain 
pole can be inserted as shown. The pine 
board base has a %-inch plywood top and 
the dotted lines show two lengths of 1 by 
2-inch lumber nailed in position inside the 
base to support the poles holding the frame, 
and to give additional weight to prevent 
tilting. The frame can be left with the 
back open; the dotted lines show how a 
decorative seasonal poster and small show- 
cards can be tacked in position. 

Ladies’ blouses, scarfs, men’s shirts, and 
many other accessories could be draped or 
pinned in position inside the frame and T- 
stands can also be used on the base. The 
unit can be painted in soft pastel seasonal 
colors and for a summer display grass 
matting can be used on the base. This 
modern design unit can be used as a center 
piece in a window or as a part of an in- 
terior spot display. 

(C) This arch unit was designed to be 
used as a center piece for a summer shoe 
window display and the wood shelves have 
a small wood lip nailed at the front edge 
to hold the shoes in position. Attach these 
shelves to the sides of the arch by means 
of small angle irons bent to the required 
angle. The arch can be cut out of wall- 
board mounted on a 1 by 2-inch frame. 
Green grass matting or other suitable ma- 
terial can be cut to shape and tacked to 
the arch, with small artificial flowers in- 
serted as shown. 


sign can be 

and the 
cost unit 
display. 


A suitably worded paper 
tacked at the top of the arch 
finished result will be a low 
which will enhance any window 

In some displays two of these arch units 
could be used, one at each side of the 
window. 

(D) In the past few years most of our 
leading department stores have proved that 
attractive interior counter display right at 
the important point-of-sale will materially 
increase sales and the sketch shows this 
type of promotional treatment on a counter 
displaying men’s sport shirts. The riser, 
used to display the sign and shirt form, is 
made out of pine board painted a suitable 
color. The card arrows are tacked on the 
cutout wallboard heart and list a few of 
the main selling features embodied in the 
sport shirts. The wording on the top 
arrow could read: “What the eye admires 
the heart desires”, or any other good punch 
line. 

Check all the various departments in 
your store and devote a few counters on 
the main aisle, or other good traffic loca- 
tions, to a few of this type point-of-sale 
promotional displays and you will secure 
increased business on the items so fea- 
tured. The same idea can also be used in 
many soft line departments. for ladies’ 
slips, pajamas, bags, and many other items. 

Note how no space on the actual counter 
top is lost, or taken up with this unit, as 
both rows of shirts on the counter top will 
still be visible to the customer standing in 
front of the counter. 

In place of the heart shaped sign, a 
square card listing the regular and special 
sale price of the sport shirts on the counter 
could be used to tie in with local paper 
advertising. 

The writer of this feature will be glad to 
hear from any retail merchant who finds 
these relatively low cost display ideas of 
service and will be ready to try and help 
relative to any local problem; just write to 
DISPLAY WORLD and mention this page. 


Decorator Fabric Department 
Installed By Maharam 


A complete drapery and upholstery depart- 


ment has been installed by the Maharam 
Fabric Corporation, 130 West 46th street, 
New York City 19, to serve the decorating 
trade. The department will feature especially 
designed fabrics as well as standard weaves 
and patterns. Jerry Rubenstein, well known 
in the decorating fabric field, will direct 
the department. He states that many of 
the fabrics featured will have functional 
uses by display managers and he plans to 
cater to their special needs. 
Change Of Location 
For Flowers Of Hawaii 

Flowers of Hawaii, Ltd., has moved its 
general sales offices from 2016 Wilshire 
boulevard, to 670 South Lafayette Park 
Place, Los Angeles 5. 

















EVERY DISPLAY SHOP 
NEEDS 
Bocce- Crane 

POWER TOOLS 


CUTTING—SHAPING— 
¢ WOOD + METAL + PLASTIC + FIBR 


Versatile—Sturdy—Powerful 
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Here's A Suggestion 
For Civic Displays 

The undoubted power of window and 
interior display has been swung in behind 
many worthwhile civic drives in the past. 
War Bond sales, Victory gardens, blood 
donor drives, Community Chest campaigns 
—all have been backed splendidly by Ameri- 
ca’s stores and displaymen at various times. 
Although no national agency is attempting 
to line up voluntary displays on still another 
Fimportant subject —inflation—there is a 
‘real need for leading stores to take it upon 
i themselves to acquaint the public, via dis- 
‘play, as to what this insidious evil really 
‘means to the community and the country. 

i For inflation stands today as one of the 
greatest threats to the national defense pro- 
gram and the future of our nation. 

Unless we check inflation the costs of 
defense will continue to and we will 
go on undermining and devaluing the social 
security, the pensions, life insurance, and the 
savings of every American family. 

The plight of those living on fixed incomes 
is the most tragic. They have had to ac- 
cept drastic cuts in fiving standards in the 
last dozen years. However, inflation has 
hit every American family, and they have 
been hurt whether they realize it or not. 

It is true that most wages have more than 
kept pace with the rise in the cost of living. 
But while the American wage earner’s in- 
come has been going up, inflation has been 
tearing down his family’s future security. 
Inflation has been taking big bites out of the 
value of his savings account, his War Bonds, 
his insurance policy, and the money he has 
paid into pension plans and social security. 

For example, a United States Savings Bond 
with a face value of $100 and bought just 
before World War II is worth only about 
$55 in purchasing power now, although the 





soar 
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owner paid $75 for it. .\ $5,000 insurance 
policy taken out in 1939 provides only $2,750 
worth of protection for a family today. 

The savings account of $1,000 is worth 
only $550 today in terms of 1939 dollars. 
And when you figure that the American 
people have about $180,000,000,000 in personal 
savings and $214,000,000,000 in life insurance, 
it is easy to see the tremendous stake we all 
have in halting inflation. 

Here, surely, is a subject for civic dis- 
plays that needs interpretation and explana- 
tion to the people. The store wanting to 
further its service to its community can do 
so by dramatic displays from time to time 
as part of its share in curbing this growing 
menace. 


All Gimbel's Windows 
Promote Brand Names 

For the first time in its history, 
New York, recently devoted each of 
windows to the promotion of name brand 
merchandise, as part of a storewide, two- 
week long drive centered on Gimbel’s award 
as “Department Store Brand Name Retailer 
of the Year”, presented to Joseph Eckhouse, 
executive head. 

“This award by the Brand Names Founda- 
tion means a lot to Gimbels,” Eckhouse 
said in accepting the award. “But it can 
mean more to the New York consumer. 
That’s why we're carrying this campaign 
right out to the street through display and 
advertising. We plan to make New Yorkers 
more ‘brand than ever before. 
As far as we know, this is the first time 
any New York store has devoted every 
window to such a promotion.” 

In addition to the window-, Gimbel’s fea- 
tured brand names and the award in interior 
Some of the slogans were “Gim- 
bel’s, Brand Name Store of the Year” im- 
printed on blue ribbon medallions, and “Gim- 
bel’s is proud of the company it keeps” on 
imprinted with outstanding brand 


Gimbel’s, 
its 66 


conscious’ 


displays. 


posters 
names. 

According to Eckhouse, “Goods well dis- 
played are half sold. We proved this shortly 
after the completion of our new street floor 
Gimbel’s ran well ahead of the 
Federal Reserve District average for the 
town in December —And we feel that the 
redesigning of display and concentration on 
brand names in our advertising was re- 
sponsible, to a great extent, for the in- 
creased sales. Again, in the pre-Easter 
accessory buying, we noted greater customer 
to the brand merchandise.” 


in December. 


response 
Display Contest Winners 
To Receive Television Sets 

Nine Magnavox television receivers val- 
ued at more than $3,600 will be the prizes 
for winning Magnavox dealer displaymen 
in May, when Magnavox stages a nation- 
wide Mother's day window display contest 
tied in with full page advertisements in Life, 
Saturday Evening Post, and Time magazine. 

Stewart Roberts, assistant sales manager 
and director of merchandising, and Lauren 
K. Hagaman, director of advertising and 
public relations, are prompting the big dealer 
display contest based on the company’s 
advertisement headed, “Magnavox, like 
Mother, makes the whole family happy.” 
Preprints of the advertisement have been 
provided dealers, and their use in the win- 
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dows along with copies of the magazines 
is a requirement for any winning display. 

The contest is split into three divisions, 
one for department and furniture stores, 
one for music stores and one for radio- 
appliance stores. First prize in each division 
is a Magnavox 20-inch television receiver 
with a retail price of $495. Second prize 

a 17-inch TV receiver valued at $415, and 
third prize is a 17-inch receiver listed at 
$298.50. 

Hagaman announced the contest to Magna- 
vox dealers throughout the country with a 
huge “Display-o-gram” and _ followed it 
with a complete promotion package naming 
the prizes and giving the details. It an- 
nounced that 11,000,000 individual Magna- 
vox advertisements —combined circulations 
of the three magazines — would present the 
Mother’s day message to about four times 
that number of readers. The window dis- 
plays, it pointed out, would say to the public, 
“Here’s that Magnavox you read about and 
here is where you can buy it!” 

The judges in the Magnavox display con- 
test are H. Ford Perine, director of pro- 
motion, Life magazine; Robert K. Farrand, 
manager of the retail merchandising division, 
Saturday Evening Post, and Louis Good- 
enough, editor, Retailing Daily. 


Two Boston Firms 


In Merger 

Nick Petrucci, of the Windo-Art Display 
Company, Boston, has announced that he 
has merged his company with the display 
division of Joslin Showcase & Fixture 
Company, 105 Kingston street; the new 
firm will be called Joslin Displays, Inc. 
Petrucci will be president of the merged 
companies and Ralph E. Ferdinand, head 
of Joslin Showcase, will be treasurer. Phil 
Wassell, present manager, Leon F. Dexter, 
3ernard O'Connor and Walter Zubiel will 
assume the same positions with the new 
company as before. 
Petrucci has been 
throughout the display 
20 years. Before going into business as 
the Windo-Art Display Company in 1946 
he was associated with the display divisions 
of leading department stores and display 
companies in Boston. As head of Joslin 
Displays, Inc., Petrucci has indicated that 
the new company will expand its line and 
service for the New England apparel trade. 
Joslin Showcase & Fixture Company is a 
large distributor of many well known lines. 


well known 
for the past 


very 


field 


Finesse Displays 
Changes Operation 

Finesse Displays, a New York City firm 
which has been specializing in the rental 
and installation of displays, is now manu- 
facturing wood units and decorative dis- 
plays on a production basis for chain stores 
and manufacturers. The company is now 
located at 251 East 110th street. 


Expanded Territory 
For Hiffman 

Garrison-Wagner Company’s West Coast 
representative, Erwin Hiffman, has taken 
over the California territory of George 
Krotz, who is no longer with the firm. 
Hiffman is located at 17816 Vanowen boule- 
vard, Reseda, Calif. 
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SANTA CLAUS Wit ¢ Hy) AR sels 


made of 100% Du Pont NYLON 


ap re Tee” eae 


* FLAMEPROOF 
* WASHABLE 
* COMBABLE 


Get Your SANTA 
Ready for XMAS 


ORDER NOW! 


These superbly styled Santa Claus) ~ 
wig and beard sets of 100% DuPon 
Nylon Hair are completel i 
ated and wefted by wit 

them the most natural appearance 
possible. They are soft, absolutel 
non-inflammable, and can b 
washed, recombed and recurled. 





The wigs and beards are the purest 
white ever made, and will not fade. 
Nylon hair is twice as strong as 
natural hair. 


The beard is approximately 15 inches in waved length, and the complete 
set is available at the low price of only 


$25.00 FOB. N. Y. 
ORDERS WILL BE FILLED IN ORDER RECEIVED 


MEYER JACOBY CORPORATION 


34 WEST 20th STREET 
NEW -TOQE tt... Bu Y. 
CREATORS AND MANUFACTURERS OF AMERICA'S MOST BEAUTIFUL DOLL, DISPLAY, AND COSTUME WIGS 
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embroidered organdy — an 
that stays with you”, 
play director at 
romantic settings. 

A wide wood framing for the 
was painted in white 
around it. A floor platform, stage-like in 
effect, was also painted white and had a 
black edge. The backwall was in lilac tone 
and a similar shade of lilac was used in the 
copy card on the window ledge, with the mat 
for it in white and the lettering done in 
white. 

A grouping of plastic displayers was ar- 
ranged with transparent evening bags and 
with flowers. Along with the grouping was 
a large glass bowl filled with dried lilac 
on which lay pink rosebuds. A lilac scarf, 
white and violet flowers, and a hand form 
wearing a white glove were arranged on 
top of the glass cover to the bowl. Black 
gloves, white roses, and a transparent bag 
were grouped nearby on the floor. 

A valance screen toward the top of the 
Window was made of chicken wire sprayed 
in white, edged in ribbon and adorned with 
White, ferns and clusters of flowers. Little 
lass bowls with lilac, a repeat of the large 
Bowl on the floor, were suspended by ribbons, 
fand from them trailed sprays of ivy leaves 
Htinted a pale lilac. To the left of the win- 
tdow front stood a mirror-topped displayer 
Bon which was arranged a hand form, a 
pscarf, and the “Ayerfast” lipsticks. 
}Two mannequins in the setting wore bouffant 
pskirted formals, short in style, of the Swiss 
forgandies. One was black embroidered in 


iwhite, while the second had a white skirt 


Swiss ‘Ayer’ 
Charles Lenhart, 
Arnold Constable, arranged 
window 
with gold bead line 


roses, 


embroidered in black and a black bodice. 


' For another series of windows at Saks- 
iF ifth Avenue, Sidney Ring turned his at- 
}tention to the bride. “Brides are our pride 
Ww SFA” read the headline and each win- 
tdow featured a different type: the garden 
pwedding, the chapel wedding, ete. 
For one entitled “Cathedral 


ri 


Borch over the center of the window. The 


fends of the valance curved down to support | 
and between | 
the candles tiny cupids sat in a loop of the | 
Two festoons of the smilax garland | 


two candles at either end of it, 


design. 
completed the archway, hanging 
either side to sweep the floor. The bride, 
wearing a rich gown of white 
yoke and panels of exquisite 

finely pleated underskirt of chiffon stood 
below the arch. Her veil, which she wore 
mantilla fashion over her head, matched the 
lace of her gown. About her throat was a 
single strand of pearls, and she 
a sheaf of Easter lilies on her arm. 
her the wall was a grayed-blue. The floor 


lace 


was covered in a neutral toned rug. The | 


mannequin was pin-point lighted to over- 
shadow all else in the setting. Incidentally, 
her gown was priced at $1000 — and judging 
from spectator admiration was worth it. 


Display Lighting Restored 
In United Kingdom 


Store window lighting, which had 


months due to the coal shortage, 


restored. 


Your ‘New York 


Acrylite Products, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metal 


BUYING GUIDE 


Victor Haida Displays, — 

149 West 24th St. H 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





dis- | 


Allied Display Materials, me. 
65 Madison Ave. U 5-6487 
NOVELTIES, ARTIFICIAL suntan & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 56th St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


BR 9-5750 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bois Smith Studios 
228 West 39th St. LO 4-6454 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Maharam Fabric — 
130 West 46th St. U 2-3500 
DISPLAY FABRICS & ACcEssOniEs 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 








L. J. Charrot Co. 
36 West 37th St. 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


WI 7-1687 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





Wedding”, | 


§ : ‘ : 
garlands of smilax suspended a white valance | 


Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 

506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 
Decorative Display Novelties 
Sell to Jobbers Only 





one to | 


satin with | 
over a | 


Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Bert Greenboum Werner Leburg 


Result Displays, Inc. 
503 West 33d St. LO 3-5900 


PLASTIC TRAYS AND HANGERS 
A quolity product priced right 





carried | 
Jehind | 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





been | 
banned in the United Kingdom during recent | 
has been | 





Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 


It's Always MARKET WEEK in New York 





\ITAN! Center ¢ of the _ ‘Ss 
awe a oon 


SE veenent % 
York is the targ 


buyer, So visit New York a 
you can and you will go awa 
refreshing new display ideas 


display products. The firms listed on | 

opposite page-know your needs and 

await the opportunity to assist you with your 
problems. 


TWO IMPORTANT NEW YORK DISPLAY EVENTS 


Visual Merchandising Group i of the National Retail Dry Goods Associatio 
+ the H 
June 12 and 13. The Amos "parish Clinic on retail merchandising, fashion and sel qeaautien, Fis! ae 


eee | I 




















TURN TABLES 


THAT ARE TIME-TESTED 


DEPENDABLE PERFORMERS 


Ruggedly constructed, heat-treated 
steel gearing resists wear indefi- 
nitely under continuous operation. 
Use of spiral gear drive affords 
smooth, effortless transmission of 
power from motor to revolving turn 
table. Reduction gears sealed in 
oil for quietness and efficiency. 


Friction drive allows display to be 
stopped | oat or accidently 
without damage to gearing or 
motor. Precision built throughout. 


Finest ball bearing. 
396 


Model No. 500 

Complete 

With A.C, 18-watt current consumption 
motor of balanced load capacity of 200 
Ibs.; 12" diameter aluminum enclosure 
and 8 foot heavy duty UL approved cord 
and plug. Shipping weight 15 pounds. 
Speed 3 R.P.M. Overall height 5%". 
Electrical contacts for illumination $10 
additional. 


Available in 75 and 500 
Ral, dLoadC Pp ity. 
Prices on request. 


ART R. COHEN CO. 


810 PENN AVE., PITTSBURGH 22, PA. 
MEMBER NADI 
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Alexander Smith 
Retains Tom Lee 

John Goodwillie, director of advertising 
and public relations for Alexander Smith 
& Sons Carpet Company, announces that 
Tom Lee, display designer, has been retained 
as a consultant on merchandise presentation. 
Lee will direct the displays for the New 
York City, Chicago and other showrooms 
for the summer markets. 

Lee heads his own firm of merchandise 
presentation specialists at 10 West 55th 
street, New York City. He directs the 
design and execution of exhibit displays, 
showrooms, fashion and trade shows, in- 
cluding theatrical and television stage sets. 

An American with an international back- 
ground, Lee was born in Costa Rica and 
has lived in Brazil, Portugal and Australia. 
He studied at the Traphagen School and 
the National Academy of Design. His first 
job in promotion was as an art director 
for an advertising agency at the age of 19. 
After considerable training at R. H. Macy 
& Co. as an artist and display designer he 
joined Bonwit Teller. Prior to establishing 
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his own firm, he was vice-president of 
W. L. Stensgaard & Associates, Inc. During 
World War II he served as a major with the 
Air Corps and with the Office of Strategic 
Services. 


Artcraft Names 
Contest Winners 

Artcraft Hosiery Mills, New York City, 
has named the following as winners of the 
firm’s 1951 window display contest: 

First, $250, Marion Canfield, H. Liebes & 
Co., San Francisco; second, $150, George 
H. Wagner, J. L. Brandeis & Son, Omaha; 
third, $75, W. M. Klein, A. Polsky Company, 
Akron. 

The contest was planned to stimulate ad- 
ditional business for participating stores for 
the pre-Easter and Easter season, with 
displays appearing between February 25 and 
March 25. Contest judges were Sidney Ring, 
Saks-Fifth Avenue; Mrs. Olive Graham, 
Hosiery Merchandising; Gertrude Bouque, 
Hosiery & Underwear Review, and Rachel 
Zane, I. Miller Shoe Salons, all of New 
York City. 
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A uarive oF LOCKPORT, UPSON GRADUATE D FROM 
THE UNIVERSITY OF PENNSYLVANIA IN 1904 WITH 
THE DEGREE OF BACHELOR OF SCIENCE. HE THEN 
ENGAGED IN SPECIAL SALES WORK FOR A SHORT 
TIME, THEN BECAME ADVERTISING MANAGER FOR 
THE NIAGARA PAPER MILLS , LOCKPORT. 


THE UPSON COMPANY , LOCKPORT , NEW YORK 


HIS WORK HAS FORMED THE 
BASIS FOR ARTICLES IN 
WATIONAL TRADE JOURNALS, 
AND WE HIMSELF HAS 
CONTRIBUTED TO NATIONAL 
PUBLICATIONS. FOR YEARS 
HE HAS BEEN A STUDENT 
OF FINANCE, SALES AND 
ADVERTISING, AND IS WIDELY 
| REGARDED AS A WELL IN- 
FORMED WRITER ON 
BUSINESS SUBJECTS. 
HE 1S A MEMBER 
OF THE U.S. CHAMBER 
OF COMMERCE AND THE 
4 NATIONAL ASSOCIATION 
OF MANUFACTURERS. 
HIS CLUBS INCLUDE 
THE TUSCARORA CLUB, 
LOCKPORT; MASONIC 
AND SWRINE, THE 
BUFFALO CLUB, AND THE 
BUFFALO COUNTRY CLUB, 
OF BUFFALO. 
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Franklin Simon’s smart new shop in Westport Connecticut displays most 
of its merchandise on mannequins and fixtures by you know who. This makes 
the eighth Franklin Simon shop for which Williams has supplied the major 

Display Equipment. Beginning years ago with the Fifth Avenue establishment, 
Franklin Simon have called us in every time a new 
shop is on the drawing board. That’s typical 
of our relations with the biggest and smartest 
merchants in the country. Once they see how good 
our lines and how competitive our prices are, 
we become their permanent source of supply. 


4) 4 
nh CW we hue, 498 Seventh Avenue, New York 18 » Dot Williams, president 


MARY BROSNAN MANNEQUINS 








PHOTO MURAL| 
FABRIC 


SES SEBS 


Choice... 
of the nation’s leading stores 


Here’s the ideal display background for any 
season — colorful — economical. This fine 
rayon crepe is easily cleaned and stored for 


use season after season. 


No. 13— NAUTICAL SUMMER SCENE 


In shades of blue or green 


5 panels. . .. . . ~. ~- $55 complete OnLy ° 1 PER PANEL 


14 Different Murals for Every Sea- 
son. Write for Complete Catalog. 


0 | Direct or From Your J bk Each panel 100” high, 42" wide 


DECORATIVE DISPLAYS | 57-57°6ara st, Maspeth, L 1. N. Y. 








GD 
N“N 


Lhe Compl Ti 


QUALITY 


line of 


PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUS™PIFS, INC. 


225 W: 28+ st. New York City } 














MEAL Eh! 2, 


f NO MEASURING © NO GUESSING >: 


EASY TO USE © ECONOMICAL 


‘You'll be sure its the finest if it's o MULTI-FIT 
look for the trade mark . . . and be sure! 


WULTI-FIT WIG C0, 
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Paris Letter 


By PAUL ROTH 


HERE is a fascination about Paris 

in the spring and this infectious spirit 

finds its way into Paris displays. 
Unfortunately, only two photographs are 
available at the present time. On a quick 
tour of the town a couple of weeks ago 
we picked Hermes as the best jumping-off 
place and found a most unusual display 
holding the interest of Faubourg throngs. 
A wonderful child's train is built of the 
new Hermes playing cards; smoke stack 
and train-body are constructed of a factory 
sheet of the cards and this is set on a black 
velvet base with black velvet covered wheels. 
Gold fringe and tassels add a festive 1900 
feeling to the train. A caboose of real 
Toonerville-trolley dimensions is hitched 
behind this charming locomotive. The 
| curtained open window reveals a_ horse's 
| head poking through. The train runs on a 


track made up of black silk cord. Addi- 
tional tracks are background for scarfs and 
fringed gloves, the fringes repeating the 
motif on the train. The entire wall and 
floor have been covered in bright yellow 
felt. Gold branches swathed in tulle com- 
plete the spring scene. 

Another spring idea at Hermes uses plants 
growing in old army combat boots with 
watches and belts shown against this amus- 
ing prop. A good men’s display used by 
Madame Beaumel (Hermes’ display genius) 
is done by leaning the tallest of black um- 
brellas against each other pyramid style. 


—Jeanne Lanvin used a candelabrum covered 

in blue cornflowers for the display of blue 

merchandise . . . Below, Lanvin's window and 
boutique by Louis de Vilmorin— 
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From this she drapes scarfs, belts and 
gloves. 

Throughout this past season the Hermes 
windows have been particularly effective 
through the use of color rather than a par- 
ticular decor. For example, Madame Beau- 
mel would choose the most brilliant of blue 
felts, do the wall and floor in this color, 
perhaps add one or two boxes covered in the 
same hue, and then simply stand or hang 
brilliant red gloves and roses in the exact 
shade of red. This same idea was done 
in emerald green felt . . . jonquil yellow 


gloves and flowers .. . then again in black | 


and white. It was very effective and it is 
reported that the merchandise sold extremely 
well due to this eye-catching arrangement. 

Jeanne Lanvin, haute couture neighbor 
of Hermes, did a lovely spring display 
with candelabras. One was completely 
covered with cherries, one with apple blos- 
soms and a third with blue corn flowers. 
The delicate frames were done by Jean 
St. Martin. The night of the spring open- 
ing at this house, all the units were illumi- 
nated with tall white candles setting off 
the Victorian boutique and elegant acces- 
sories to best advantage. Candelabras as 
well as the boutique at Lanvin were designed 
by Louise de Vilmorin. 

Roger and Gallet, the perfumers, did some 
interesting things with perfume bottles by 
placing full bird plumage on their famous 
scents. One window was filled with yellow 
canaries, the next with exotic parrots. The 
face of the bottle was in full view and the 
scents tied in with the bird selected. The 
feathers were sprayed with luminous paint 
that was easily the prettiest sight along the 
Faubourg at night. 

Coty’s on the Place Vendome seemed to 
have quite a time with their perfume as 
well. Tiny sets were arranged in each 


of their four display cases, one set depicting | 
marriage, another bridal chambers, another | 
children and their nurse. Perfume bottles | 


garbed in appropriate costumes played their 
roles to perfection and the selection as to 


type of perfume for each role was really | 


good fun. 


The amusement on Place Vendome ex- | 
tended to Schiaparelli’s window where an | 


antique jointed figure lies flat on his or 
her back, the feet kicking in the air. Play 
clothes in brightest colors are displayed 
on this gay blade. A final touch was a large 
batch of bright cherries in the hand and 
mouth. 

Some of the loveliest screens this writer 
has ever seen were used as decor at Au 
Magasin Louvre for the first presentation 
of spring models. Leaves were tacked one 
over the other to cover completely four 
big screens. The work must have been 
incredible but the effect was well worth it. 
The leaf used looked rather like ivy. In 
another group of windows, nests were se- 
lected as the central theme and they were 
used in various sizes. Fabrics in bright 
Easter egg colors were draped from one 
nest that really looked as though it was 
stolen from the eaves of the Louvre Palace 
across the street. One idea in the windows 
which were . .. well, at least original .. . 
was tacking huge .. . but huge wings in 
pastel shades on the backs of all the manne- 
quins. 

Jacques Heim used twigs to great advan- 

[Continued on page 81] 
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Better display lighting... 
brilliant colors 


LUSTRA COLORBEAMS 


YOU’VE ALWAYS WANTED color-permanent reflector 
lamps...and here they are! Lustra Colorbeams are brilliant... 
sparkling...premium built to slash replacements! Their color 
is a permanent part of the glass and cannot fade, chip, crack 
or flake. Besides that, Lustra Colorbeams have sealed-in reflec- 
tor linings of pure silver. Reflectors can’t get dirty ...never 
need cleaning...are always “good as new”. And pure silver 
has higher reflecting efficiency than any other commercial 
reflecting surface available today. 

Lustra Colorbeams come in a full range of wattages and 
sizes, in all desired colors: blue-violet ; turquoise blue; medium 
royal blue; Nile green; straw; canary; golden amber; amber 

orange; old rose; surprise pink; magenta red. 

For best results and service savings get full 
information about Lustra Colorbeams. Just 
write or call Lustra Corporation, Dept. N-5, 
36 Washington Street, Brooklyn 1, New York. 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lamps, Incandescent Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 








OTION 


DISPLAYS 


ANIMATION MOTORS 


Quiet @ Wide Speed Ranges @ Dependable 


VUE-MORE 


ELECTRIC DISPLAY TURNTABLES 





25 Ibs. @ 75 ibs. @ 250 Ibs. 
SKELETON TURNERS & CONVERTIBLE 
TIER STRUCTURES also available. 


BREVEL PROoU 


PRODUCTS CORP. 


508 BROOME ST NY. 12, N.Y 


‘For Faster, Easier 


Cutout Work 


e Cuts designs of any size 
@ No holes to bore 
e Simple to operate 
@ Portable 
Write for FREE Catalog! 


INTERNATIONAL REGISTER CO. 


2622 W. Washington Blvd. 
Dept. 51-W, Chicago 12, Ill. 


FOR ALL CUTOUT WORK 


| verted its 


York, 
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Remodeling Job 


Becomes Display 


By WALLACE SODERHOLM 
The Upson Company, Lockport, N. Y. 


} " oon Z : 
| OMEONE mentions the word display, 
and chances are you immediately pic- 


ture a counter top set-up, a showcase 


full of merchandise or an entire window 


| arrangement. 


But when anyone at The Upson Company 
thinks of a display in connection with its 
products, the word takes on a more com- 
prehensive, far-reaching connotation. 

That's because the company recently con- 
main offices at Lockport, New 
into visual demonstration offices for 


displaying its products for the benefit of 
the many visitors, builders, contractors, 
salesmen and others who visit the plant and 
mill annually. 

Every office now constitutes a separate dis- 


—Above, President W. Harrison Upson, Jr., 

and Averill E. Calver, director of advertising 

and public relations . . . Below, the remodeled 

reception room. All the remodeling is de- 

signed to display Upson products in actual 
use— 
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play room where visitors can see actual 
applications and installations of Upson 
products —some still in the experimental 
Stage. 

For comparison, there’s a special display 
of samples of Upson products in a wall 
case in the new reception lounge. 

The whole idea of creating modern dem- 
onstration offices originated with President 
W. Harrison Upson, Jr. Plans for showing 
the utility and beauty of the company’s 
products in fine interiors were drafted by 
Walter Dorwin Teague, leading American 
industrial designer, who utilized waste space 
in the triangular building to provide for 
14 offices, reception lounge, board of di- 
rectors’ room, and conference room-library. 

A completely contemporary setting was 
designed by Mr. Teague and his associates 
that retained the warmth and comfort of the 
old offices while emphasizing color and 
beauty of line. Functional plans called for 
the relocation of virtually every office and 
department. First the company president's 
office was moved into the apex of the tri- 
angular building and from this focal point 
of interest the designer sketched a series 
of walls fanning out in concentric circles. 

While giant size panels were installed in 
most of the new offices, the smaller Upson 
“Strong-Bilt” panels, which are 4 feet wide 
and available in lengths up to 16 feet, were 
used for artistic paneling in several in- 
stances. Use of the exclusive Upson “No 
2 Floating Fastener”, which anchors the 
panels securely behind, eliminated visible 
nails and nail holes and avoided face nail- 
ing on the full-wall panels. 

The majority of the panels, which are 
finished with an _ easy-to-paint pebbled 
surface, were painted in striking decorator’s 
colors ranging from eye-rest green, sea- 
foam green, stratosphere gray, cascade 
blue, rose tan and sand for walls to suntone, 
white and Raleigh Tavern Chinese red for 
the ceilings. 

Each office was designed and decorated 
individually to serve the special needs of 


company executives, department heads and 


the administrative staff. The sombre color 
schemes, heavy draperies, mahogany office 
furniture, overstuffed lounges and chairs, 
Oriental rugs, glazed French doors and 
hand-wrought lighting fixtures have com- 
pletely disappeared. Instead, there are 


natural rift oak desks and chairs. Light | 


metal desks and chairs are used in several 
offices. Flush ceiling fixtures with deluxe 
fluorescent tubes for accurate rendition of 
the color schemes and recessed directional 
spotlights have supplanted the overhead 
hanging lights. Vents for the new air circu- 
lating system are concealed in the recessed 
spotlights. 

Venetian blinds and colorful print draper- 
ies have replaced window shades and heavy 
curtains; floors have been recovered with 
wall-to-wall carpeting in soft solid colors 
and rubber tiles have been laid in the hall- 
ways and reception lounge. 

Unusual and interesting uses of cove 
lighting are distinctive features of several 
rooms, The board of directors’ room has 
a free-floating ceiling with concealed edge 
lighting and flush-set fluorescent fixtures. 
In the president's office, long hanging light 
boxes containing concealed fluorescent tubes 
supplement the directional spotlights set in 
the ceiling. 
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add sparkle to your displays 


vite SPORNL-TEH 


Here’s a sparkling fresh idea for window, backdrop or 
counter display. Sparkl-Tex combines a feeling of snowy 
crispness with eye-arresting glitter ... sets off your display 
to best advantage. 

Shiny aluminum flakes in silver or a combination of 
silver-red-green are sprinkled on fireproofed cotton wadding 
— then baked on by special process. Sparkl-Tex has body 
for easy handling, accurate cutting. Its depth allows it to 
fall in soft, snow-blown contours. 

For store display, Sparkl-Tex is available in rolls 36 
inches wide and 12 or 48 yards long. Smaller sheets are also 
available attractively packaged for resale. For full infor- 
mation, prices and samples, write Dept. D5. 














SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
oP gg obligation and no salesman will 


37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


* |BULLETIN COMPANY]| 




















Build @ career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display. Study under out- 
standing faculty. Practice in full length windows. 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Men's Wear, Children's Wear, Women's 
Ready to Wear and Specialties, Small Wares, Window 
Design, Mannequin Draping, Interior Display, Lighting, 
Show Card Writing, Silk Screen, Papier Mache Fabri- 
Ration, Prop Construction. 


FACULTY 
MARC BIELER, Bonwit Teller, Phila. 
m™: 
[|AMES FEE, Strawbridge and Clothier 
[AMSON FREEMAN, Art Dept., Phila. School System 
RUDOLPH GARCIA, Fermerly the Spielman Co 
PRANK HANNA, Formerly Chromart Co. 
EDWIN J. HEITMAN, Art Dept., Phila. School System 
ROBERT KRAIN, Display Ce. of America 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM McBLAINE, Formerly Browning-King Co. 
NORMAN MOORE, Formerly R. H. Macy Co. 
WILLIAM B. MURROW, National Display Institute 
HARLES A. NUGENT, Formerly The Blum Store 
LWOOD R. SULOFF, Penna. State College 

@ Approved for Veteran Training 

@ Free Placement Service — over 85% of gradu- 

ates placed in well paying positions. 


“The Nations Center for Display Education” 





617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 











WOOD LETTERS 


FOR ALL PURPOSES 


Trademark reproduced in size 
for Window Name Plotes ond 
Special Promotions. 


963 Lake Drive, $.E. 
DISPLAY CRAFT rano earios 6, mic. 
PLEASE MENTION DISPLAY WORLD e 
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There's Something New 
Under The Promotion Sun 


By HOWARD P. ABRAHAMS, Manager* 
Sales Promotion Division and Visual Merchandising Group 
National Retail Dry Goods Association, New York City 


ING 

David, was 

thing new 
something new 
sun. 

Visual merchandising is as old as the sun 
but it has just grown to manhood. 

This may seem strange to you because 
the very first merchant, the serpent who 
sold Eve on the idea of eating the apple, 
used display. The serpent had no adver- 
tising and sales media such as newspapers, 
magazines, radio, television or direct mail. 


KOHELETH, the son of King 
wrong. There is some- 
under the sun. There's 
under the retail promotion 


“Address before the annual Advertising Institute, 
Emory university, Atlanta. 


Similarly, today, there are many small 
merchants who can’t afford a line of news- 
paper advertising or a spot announcement 
on the radio. Yet all of these stores use 
display to sell their goods, services and 
ideas. To these stores, display is their one 
indispensable promotion medium, Take dis- 
play away from them, if this is possible, 
and you eliminate their methods of exposing 
and selling goods to masses of people. 

Of course there are stores which gear 
all, or practically all, of their promotion 
efforts through the medium of display. 
Big chains, like the Lerner shops and Wool- 
worth’s, secure top locations where customer 





+ 


— "Customer reaction to this novel window was remarkable,” reports Lillian Elke, of Mam'zelle 
Lilliane, Chicago. As seen in the first photograph, the window glass was frosted over except 
for a few openings at various heights. A sign proclaimed: "For Women Only!" and there 


were few who could resist the temptation to stop and look. 


The lower photograph shows 


what they saow— 
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traffic is heavy. With excellent visual mer- 
chandising techniques, they talk to this 
traffic circulation through their windows. 

In the interior of their store, at the point- 
of-sale, they find ways to bring increased 
amounts of merchandise to the attention 
of potential buyers. 

Visual merchandising has grown. The 
people who conduct these departments in 
typical department stores have also grown 
from their early “window trimmer” days. 

Today's display manager is a merchant 


and an administrator first. He is a man | 
who continually creates ways to sell mer- 
| 


chandise visually. 
The visual merchandise manager is a 
planner and a doer. In his work he is both 


the artistic showman and the realistic, hard- | 


selling merchant. 

Like the merchandise manager, he is 
quick to discover merchandise that will 
sell on sight. He advises other store ex- 
ecutives what will and what will not sell 
from counters, floor displays and windows. 

Like the buyer, he knows how to balance 
his offerings of price lines, branded and 
promotional merchandise to give complete 
assortments to his customers. 

Like the architect, he determines how to 
move traffic through his store for maximum 
customer convenience, sales and economy 
of floor space. Equally important, of course, 
is his need to create a store identity by 
coordinating the store’s appearance so the 
city slicker and the country cousin depart- 
ments all look like members of the same 
family. 

Like the controller, he gets the most out of 
his budget. 

Like the personnel director, he directs 
his staff regardless of how large or small 
it is. He teaches display methods to other 
store people for them to use on_ their 
counters and in their departments. 
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YOU CAN FOOL THE 
BEST OF ‘EM WITH— 


Vlature Like GRASS MATS 





Standard 
GRASS MATS 








Like a jack-of-all-trades, he does count- | 


less other tasks, from instruction signs 


in the ladies’ rest rooms to redesigning the | 


boss's office. 


Visual merchandising has grown, not | 
only in dollar expenditures during recent | 
years, but also in the percentage of the | 
total sales promotion dollar in American | 
stores. For example, the typical two to | 
five million dollar department store spends | 
these percentages of the total promotion 


dollar: 
Newspaper Display 
1938 64c 13c 
1940 60 14c 
1944 soe = (insufficient sample) 
1945 52c l6c 
1946 47¢ 1l6c 
1947 54c 18c 
1948 53c 18c 
1949 53¢ 17¢ 
The newspaper traditionally has been the 
typical store’s most important and most 
used medium. It holds this position and 
unquestionably will for a long time to come. 
Yet in the past 11 years we've seen stores 
spending a much smaller percentage of 
their promotion dollar in this medium, a 
drop from 64c to 53c. During this very 
same time, we've seen display use grow 
from 13c to 17c. There is something new 
under the retail promotion sun. 
Obviously there is a reason for this. It 
is not that retailers love newspapers less, 
but are aware of the value of visual mer- 


3 ft. x 6 ft. $450 $48 


Ca. Dozen 








12 in. width x 15 ft. length. ..$ 3.75 


17 in. width x 15 ft. length 


5 ft. width x 6 ft. length. . 
3 ft. width x 15 ft. length. .. 


5 ft. width x 10 ft. length 


5 ft. width x 15 ft. length... 


3 ft. width x 30 ft. length 


5.50 
7.50 
11.25 
12.50 
18.75 
22.50 


Available in Natural Raffia Grass at 
same prices. Special Sizes to Order 


—Any Length or Width. 


We promise these fresh, Nature-Like 72- 
Row Grass Mats will enhance the attrac- 
tiveness of your display creations. These 
mats have the “new look” that lasts longer 
—because they are made of highest 
quality material and workmanship. The 
turf is heavy and extra-thick. Perfectly 
uniform and even—no bare spots show 
through on these Nature-Like Grass Mats. 
Turf is securely stitched to a durable bur- 
lap base. 

Sprinklin 

sgrntogs Covers overen. $9 95 
4 Ib. carton.............. 


ArT R. COHEN Co. 


810 Penn Ave., Pittsburgh, Pa. 
Member NADI 














MINIATURE BLINKER-LITES 
‘s are 


*Trade Mark & Patent Fending 


USE LIGHTS IN MOTION 
IN YOUR DISPLAYS 


with BLINKER*LITES 


© Each lite blinks on and off inde- 


pendently 
@ Creates gentle twinkling star ef- 


+ NOEL 4 


Co, Ine. 
Dept. D-5 
1675%4 Third Avenue 
New York 28, N. Y. 
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No wonder the big trend’s to 


AMPLEX SWIVELITES 





Swivelite Hood units in Mace Jones Furniture Store, Kansas City, Kansas, sup- 
— by W.T. Foley Electrical Supply Co., Inc.; lighting layout by John Maultsby, 
Architect. 


= es THE PLAIN FACT is that Amplex Swivelites give the most for 
your money. They're smartest-designed ...and made of alu- 
minum with a permanent satin finish. 

Special air-flow ventilation reduces burn-outs. Their exclusive 
double-ball swivel gives instant, positive, fingertip control. And 
each basic unit of Amplex Swivelites is interchangeable with 
every other. Arranging new lighting effects is faster, easier, more 
economical. 

For today’s outstanding buy, send for the complete Amplex 
Swivelite story! 

Simply write Amplex Corporation, Dept. B-5, 
111 Water Street, Brooklyn 1, New York. 
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led Lamps, Colorb Lamps, Sp a F 
Infra-Red Heat Lamps, Vibration and Rough Service Lamps, Street Lighting Lamps, 
Fi Tubes, 


‘Traffic Signal Lamps, | di t Lamps, F ubes, Display Accessories. 
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| chandising more. Many things have hap- 


pened to give added emphasis to visual mer- 


| chandising: 


(1) The cost of getting customers into the 
store has increased. Newspaper space ra- 
tioning and current higher rates of news- 
paper, radio, TV, direct mail and other 


| media have increased the importance of 
| store displays. There are several important 


communities where store use of newspaper 
space has been cut due to rationing. There 
are many places where newspaper rates have 
skyrocketed. Store windows and _ interior 
store displays remain the one advertising 
vehicle over which the store has complete 
policy, financial and space rationing control. 
Display space has therefore increased in 


| store promotion importance with more store 


heads, merchandise managers, buyers, etc., 
paying increased attention to this sales arm. 
2) The cost of internal traffic in the 


| store has increased. All costs of internal 


store operation have risen. Forgetting 


| salesmen’s expense, for the moment, con- 
| sider the increased costs of light, heat, 
| fixtures and maintenance. This means that 
| visual merchandising has the job of selling 
| the same customer more often once he is 
| in the store. Planned traffic flow, better 


lighting, style and design of counters, more 
open selling instead of personal selling are 
all part of the visual merchandising job 
to obtain more sales per square foot of 
floor space. 

(3) The cost of salespeople in the store 
has increased. The tight labor market 
during World War II forced stores to 
operate with fewer salespeople and with 
inexperienced substitutes and at higher 


! salary costs. Visual selling, robot selling, 


was obliged to replace some of this. Stores 
had to devise displays which made self- 
service or self-selection possible. In. this 
respect, department stores took a_ lesson 
from the variety stores and other large 
chains which never operated with real 
top selling salespeople. Visit any depart- 
ment store today and you will see more mer- 
chandise exposed to you and at every turn 
in the store. This trend will continue with 
people shifting into defense work, the draft 
taking more young people out of selling 
jobs, replacing of experienced salespeople 
by neophytes, and higher salary costs. 

In the present defense economy you can 
expect each of these three costs to increase 
—the cost of getting people into the store, 
the cost of internal traffic, and the cost of 
salespeople. Therefore we will see even 
increased interest in visual merchandising. 

Of course all promotion phases will be 
given increased consideration in the period 
ahead. The nation’s retail sales which 
were $42 billion in 1939 grew to $1008 
billion in 1946, $129.9 billion in 1948, fell 
to $128.1 in 1949 but rose to $140.2 billion 
last year, 1950. 

A recent quick check with a group of 
retail sales promotion executives reveals 
this belief: 

(1) Store sales could increase 10 percent 


| in the period ahead. They base this on the 
belief that total income is about 12 percent 


over last year. 

(2) Stores have ample merchandise to 
meet this demand. They point out that 
cut-backs are not nearly as great as origi- 
nally reported. This means that supply 
and demand are in closer balance than had 
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been anticipated. In merchandise using cer- 
tain esential materials, where curbs have 
been put into operation, we have seen many 
effective substitutes. Many manufacturers 
are meeting production problems by reduc- 
ing their variety of models without sacri- 
ficing actual units produced. 

(3) Stores will use vigorous promotion 
methods. This is in direct contrast to 
first-of-the-year predictions. It is based 
on the belief that: 

(a) Last year’s Korean buying wave in- 
cluded a tremendous amout of “advance” 
buying. Consumers bought ahead in many 
lines and must be prompted to buy now. 

(b) Large increases in apparel sales in 
recent weeks included advance spring buy- 
ing brought about by an unusually early 
Easter. 

(c) Tax hikes and credit curbs reduced 
certain segments of the buying population. 
These people must be reached with lower- 
end goods, properly promoted. 

(d) The use of substitute merchandise 
requires education through advertising. 
Floor coverings made with blends of rayon, 
and men’s and women’s suits in which rayon 
has replaced some of the wool content are 
just two of the examples. 

(e) Higher prices in themselves have cre- 
ated customer resistance. This can be met 
to some extent by added advertising pressure. 
All of this means that stores will reinstate 
hard-selling promotions to meet consumer 
resistance. 

(4) Stores will increase the amount of 
retail money spent in newspaper, radio, tele- 
vision, direct mail and, of course, visual 
merchandising. Promotion cut-backs dis- 
cussed at the first of the year have been for- 
gotten in most stores. 

(5) Stores will promote their lines of 
least resistance. They will stress their best 
selling merchandise and their best selling 
price lines. This is a case of playing the 
winners and getting the most out of the 
advertising or display dollar. 

(6) Stores will use their windows and 
point-of-sale displays in the way they use 
their newspaper and radio advertising. They 
will use window display for immediate sales 
of merchandise or to create an immediate 
prestige impression. 

(7) Stores will study the results of their 
windows and point-of-sale displays in the 
way they check their newspaper adver- 
tising. If an advertisement does not bring 
immediate results, it is not repeated. If it 
clicks, it is repeated over and over again. 

(8) Stores will use better “silent sales- 
men”, better signs and posters to sell more 
goods at lower cost. Stores have learned 
that a sign, under identical conditions, with 
good selling information, will move more 
goods off a counter. <A classic National 
Retail Dry Goods Association-New York 
university test in a New York City store 
revealed an increase of almost 24 percent 
in sales when three informative selling 
words were added. 

(9) Stores will use more informative, fact- 
revealing information in all their promo- 
tional devices. We have seen considerable 
scare advertising used by various businesses. 
Recently a Printer’s Ink editorial indicated 
that “It may be a bit harder to advertise and 
sell your product on the basis of its merits. 
But that is the type of advertising and sell- 

[Continued on page 82] 
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Add DEPTH and SPARKLE 
to your displays with 


AMPLEX 
SPOTS and FLOOD 


THE COMPLETE LINE of Amplex Spots and Floods gives you 
the right combination to accent your displays to their greatest 
advantage. These lamps have far greater service life, too. And a 
pure silver, sealed-in reflector gives you a new high in lighting 
punch. That’s why more and more display men are turning to 
Amplex Spotlites for highlight effects...to Amplex Floodlites for 
moderately diffused beams. 


HEAT-PROOF BASES 


Amplex Spots and Floods both feature the Amplock base .. . the 
exclusive locked-in, all-mechanical base that is guaranteed never 
to loosen no matter how high the operating temperatures. 


FULL STORY 


For better display lighting, for new efficiency and economy, get 
the full Amplex story. Write Amplex Corporation, Dept. B-5, 111 
Water St., Brooklyn 1, New York. 


There’s a complete line of 
Amplex Spots and Floods 
..-exactly the right wattage 
and type of bulb for every 


Sealed-Beam Refi Lamps, Colort and Fi Ind 
Infra-Red Heot Lomps, Vibration and Tough se "Service Lamps, Street Lighting Lamps, 
Traffic Signal Lamps, | Lomps, Tubes, Display a 
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“BUTLER 
MAKES 





ASS 


BARI 


TRAOE-MARK 


Flexible Display Fixture 


To better serve our customers, 
we are pl d 
opening of our West 
Division. 


959 CRENSHAW BOULEVARD 


LOS ANGELES 19, CAL. 
Webster 3-5566 





e 
Coast 


*B. B. BUTLER MFG. CO. INC. 
3432 NORTH AVONDALE AVENUE 
CHICAGO 18, ILLINOIS 

















) ALLS. 


FLEXIBLE GLASS MIRRORS 


\ 
Perfect for Permanent Displays 
Inexpensive for Temporary Ditplays 


r Sample a P t today 


PARALLEL MFG. 








DISPLAY SQUARES 
—MING TREES 


All kinds and sizes 


Sands — Stones — Kut Grass —- Wood 
Flakes — Shells — Fish Nets — Rope 
— Pegs — Baskets 


Always something new. Leading stores from 
coast to coast use KEW BEE KUT window floor- 
ing materials. Ask your local jobber for our 
KEW BEE KUT line or write direct if necessary. 


National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE catalog just issued. 


Name 
Address 


City & State 


CORP. Dept. D 
15 SPRUCE ST.. N. Y. 38 N. Y. 








since the company was formed in 1907. 


| company in 
| think of Silvestri as confining its operation 
to plaster. 


| artificial 


| the two men coming to the company 
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ilvestris New Home 


URING the latter months of 1950 and 
D the first of this year, Silvestri Art 
Mfg. Company, Inc., Chicago, 
pleted the big task of moving to its new 
factory, showrooms and office at 1147 West 
Ohio street. The present location consists 
of approximately 100,000 square feet of floor 
space. 
The history of this 
firm is an interesting 
parallels the 


com- 


display 

many 
display 
For 
many years its work was confined entirely 


well-known 
one and in 


respects growth of 


| to the production of plaster items for dis- 


-as one of the present 
handicapped the 
since many still 


play use, a fact that 
points out —has 
recent years 


owners 


That this is far from the truth 
is shown by the addition since 1940 of a 


complete metal shop, another for work in 
| bamboo and rattan, a well-equipped wood- 
| working shop, papier mache, rubber casting, 


hand-craft wrought iron, wire, 
foliage, and mechanical displays. 
was formerly owned by Ned 


plastics, 


The firm 


| Silvestri; he was joined in 1936 by George 


Silvestri and Bernard Gorman as salesmen, 
from 


When 


Loyola university's school of law. 


—Upper left, everything from giant eagles to 

delicate urns are produced in the papier 

mache and plaster departments . . . Upper 

right, part of the wire-working shop .. . Lower 

left, a portion of the art department . . 

Lower right, a small portion of the plaster 
division— 


Ned decided to retire four years later, 
George Silvestri and Gorman purchased 
the business and became, respectively, presi- 
dent and vice-president. 

Volume for 1940 totaled $70,000. 
trast, in 1951 it is expected to touch the 
million mark. Approximately 9,000 square 
feet of rented space was occupied 11 years 
ago, whereas Silvestri now owns its build- 
ing at the West Ohio street address, as 
well as renting an additional 50,000 square 
feet of warehouse space. Showrooms and 
offices are maintained in New York City, 
Grand Rapids, at the factory, and in the 
Merchandise Mart, Chicago. 

“Last year,” says Gorman, “our business 
was divided into display, interior decorating, 
floats, street decorations, itinerant displays, 
lamps and furniture for re-sale, war work, 
convention booths, and other work that could 
only be summed up under miscellaneous.” 

In recent years Silvestri has been selected 
by the State Street Council, Chicago, to 
equip the famous street's 76 lamp standards 
with reindeer, candy canes and Mother 
Goose figures for the annual Christmas 
observance. 

During Display Market Week in Chicago 
this year the company expects to have the 
largest exhibit ever shown on one floor 
for one firm, but will also have an amazing 
outdoor exhibit on the 40,000 square feet 
of its parking lot. 

Both Silvestri and 


In con- 


Gorman cover sales 
territories regularly. Other representatives 
on the sales staff include Herb Hill, Al 
Hudson, Sam Blum, Dorothy Vanderpool, 
Harry Koepp, and Gordon Keerns. 
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Join the HUNDREDS who have entered 


DISPLAY WORLD’S 


SECOND ANNUAL INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1950 contest is best indicated by the more than 
2,500 entries which were received from all over the world.. We are 
confident that the recognition of the world's finest display skill 
afforded by this contest will have a definite influence in obtaining 
more attention to the importance of display in retail merchandising. 
This Second International Display Contest — with 309 awards — 
will continue to prove an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of 
meritorious work will benefit the entire profession, and we view it 
as one of our obligations to the field we serve. All displaymen are 
invited to participate. There are no restrictions. 

Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 98 
classifications covering every type of merchandise. In addition, a 
gold medal will be awarded each month for the best display entered 
in the contest during that month. Thus there will be a total of 
309 awards. 

Every displayman, no matter where, is invited to participate in this 
contest. There are no strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. Read the rules care- 
fully and get your entries started today ... and keep them coming. 
The more entries submitted, the better your chances for interna- 
tional recognition. 


CLASSIFICATIONS 


. Women's and Misses eve- 35. Yard goods. 68. Florist dispaly. 
ning wear. 3 i 

. Women's dresses. 37. Linens, bedding. 70. Optical goods. 

. Women's sportswear. . Furniture. 71. Exhibit booth. 


. Women's coats, suits . House furnishings. 72. Exhibit display. 


. Furs. . Paints. 73. Institutional display. 


. Bridal display. 
. Lingerie. 
. Millinery. 
. Women's footwear. 
. Women's hosiery. 
. Handbags, umbrellas. 
. Women's gloves. 
. Jewelry. 
. Women's handkerchiefs. 
. Corsets, surgical garments. 
. Women's bathing suits 
. Cosmetics, perfumes, etc. 
. Children's apparel. 
. Children's footwear 
. Children's hosiery. 
. Infant's wear. 
. Men's clothing. 
. Men's shirts. 
. Men's neckwear. 
. Men's hats. 
. Men's shoes. 
. Men's socks. 
. Men's underwear. 
». Men's swim suits. 
. Men's sportswear. 


. China, glassware. 74. Civic display. 
. Silverware. 75. Christmas interior. 


. Luggage. marquee. 


. Musical instruments. 78. Floats. 


. Stationery. 

. Greeting cards. 

. Drugs. 

. Tobacco, smoking 
equipment. 

. Groceries. 

. Candy. 

54. Liauor, other bottled goods. 

. Refrigerators. 

. Ranges. 

. Laundry equipment. 

. Lamps. 

. Electric and gas appliances 

. Vacuum cleaners. 

. Kitchen equipment. Interior * “shops”, 

. Garden tools and “Town “A Country" A 
equipment. get", @ 


institution display. 
Travel display. 


Anniversary display. 
Valentine 
Faster display. 


Cotton Wee 


Style show setting. 


BRBSFSSBSERES 


. Men's toiletries. 

. Men's robes. 

. Men's evening wear. 
. Men's gloves. 


. Automobile accessories 


and equipment. 98. s.r 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cincinnati, 


. Notions. 69. Photographic equipment. 


. Toys. 76. Christmas facade and 


. Radios, television sets. 79. Showcards, pen-lettered. 

. Gift novelties. 80. Showcards, machine-lettered. 
. Books. fl, Showcards, hand-lettered. 

. Banks and other service 


ay display. 


Mother's a display. 
display. 
Father's Day display. 
Independence Day display. 
bsg og 3 Day display 
s 
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. Athletic equipment. 77. Christmas window display. 


Animated display, interior. 
Animated display, window. 


such as 


. Hardware. %. National advertiser’ 's display. 
. Automobile showrooms. 97. — advertiser's display 


. Any displayman in the world may enter this contest. It is 
Y nsousens Y WORLD. 


not necessary to be a subscriber to DISPLA 


b = entries must be of displays installed during the year 


. aan is by means of one or more yy bag ea 





white glossy x 10 inches in size. 
As many entries may ‘be made as Gecized. No entries will 
be returned. 


. Each photograph must be clearly marked on the back with 


the name of the entrant, store, city, and contest classifi- 
cation. Example: “John Jones, Dexter & Sons, Kansas 
City, Mo. Classification No. 74”. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. entries re- 
ceived during a 2 fy will be aS for the 
monthly gold medal “Display of the Month”. 
The contest ends (an ose 1951. 

. The entry jud best in its classification will receive 3 
points and a gold Te second best, 2 points and a 
silver medal; third best, 1 point and a bronze medal. The 
entrant who ———— the greatest total number of a 
will be a _—_ p wmang suitably engraved; the 
one receiving ee ee greatest total number of points 
will receive a silver plaque; the third greatest total o 
ber of points will be awarded a bronze plaque. 

. Each photograph entered will be eligible for only one 
classification. 


- Soles fe So at awards will be done by an out- 
display 


standing —< “well-known authorities. Their 
doctdions will be final. 


- eee for the monthly “Display of the Month” gold 
edal award w will be done by the editorial statt of 1s- 
PLAY WORLD. Their decisions will be final. 
. In case of a tie, duplicate awards will be made. 


OHIO 
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Vanri-Shape-The Country’s 
Leading Wig Seller! 


No Measurements Needed 


Vari-Shape are superior in quality . . . stylishly coiffured (see the 
new chignon illustrated) AND: they are designed with a special 
rubber base which secures snugly on most any head. There's 
no need for measuring! 


Bruno's Vari- Shape Mannequin Wigs 
do the Job! 


For attractive mannequin displays, you'll be RIGHT with 
Vari-Shape Wigs. It's the Wig Leader! Write for style circular. 


AA; — Ahead 


In 
Appearance 


Quality 


Service 


HERZBERG-ROBBINS, INC. 


West Broadway, New 2, N. Y. 


HERZBERG-ROBBINS, INC., 

457 West Broadway, New York (2) 
Gentlemen: 

Please send me your latest wig-style circular. 


Store Name 
Address 
City... 


Attention: 














PALM TREES 


Miniatures 
9" to 14"; also 3" to 12' 
Just right for Summer Displays 


SEA FANS, SHELLS, STAR FISH, CYPRESS KNEES 
TROPICAL FLOCKED FOLIAGE 


SEND FOR CATALOGUE 


JACK DE WEESE, 203-205 S. Miami Ave., Miami, Florida 











MAY, 1951 


HEROIC SCALE ANGELS 

[Continued from page 50] 
given its own hair style. Then came the 
draping of the figures with “Celastic”. The 
figures could not be assembled in one sec- 
tion, owing to their size, so the first two 
bottom sections were bolted together first 
and draped. Strips of wood and small 
wads of paper were used to hold the “Celas- 
tic’ in the desired drape until it dried. 
In about an hour, when the form had dried, 
the bottom section was removed and the 
third section was bolted to the second 
section and this was draped. This process 
was repeated until the entire figure was 
completed. 

The arms were made to hook on to the 
torso. This was the only part of the figures 
where chicken wire was necessary in order 
to get a full-round effect. These figures 
were never completely assembled in one 
section until they were erected on the job. 
The entire draping of all five figures was 
completed in just 11 working days and 
they were then painted in oil paint to re- 
semble granite. 

The display was installed in the George 
Washington Memorial park in Paramus, 
N. J., on December 15th. The site was at 
the entrance to the park in the center of a 
circular water fountain which had_ been 
turned off for the winter. A_ five-sided 
platform was braced to the pipe fixture in 
the center of the fountain. On top of this 
a five-sided steel frame was erected. At the 
top of this framework a block and pulley 
mounting was made for hoisting. The 
torsos of the angels, minus the head and 
arms, were bolted together on the ground 
and hoisted into place in one section. They 
were then attached to the steel framework. 
Then the arms and heads were attached. 
Last of all, the wings were set in place. 
The estimated weight of each figure was in 
the neighborhood of 500 pounds. 

A public address system was set up in 
the center of the display. Records of a 
choral group singing Christmas carols were 
played during the day. At night colored 
lights at the base of the figures highlighted 
the angels’ faces. 

This display was originally scheduled 
to be dismantled after Christmas but the 
public reaction was so enthusiastic that 
it was decided to leave the angels in place 
until Easter for a sunrise service. At this 
writing, the angels are still standing after 
a period of 15 weeks of inclement winter 
weather. 

The idea for this display was created 
by Jim Lowe of the Kirk Schivell Adver- 
tising Agency. Chick Provost of the Bliss 
Display Corporation carried out the pro- 
duction details, and the “Celastic” was 
supplied by Ben Walters, Inc. 


New Display Fountain 
Is Introduced 

An attractive, self-contained fountain for 
display use has been placed on the market 
by the Gelber Company, 162 North Clinton 
street, Chicago 6. Having several tiers over 
which the water flows, the fountain’s largest 
bowl is 17 inches in diameter; the overall 
height is 19 inches. A crystal ball on top 
of the spray head controls the volume of 
water. Literature is available on request. 
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COMBINE EMOTION, REASON 


FOR DISPLAYS THAT SELL 
(Continued from page 46) 


because of their glamorous birthright, need 
no display flourishes to make them more 
desirable. 

But the paradox is that stores selling 
glamorous fashions spend much time and 
money to create elegant mood settings in 
their windows and interiors, while too 
many stores that sell medium-priced fash- 
ions are asking us to display their rela- 
tively mediocre looking merchandise in 
stark, antiseptic settings free from glamour 
or mood, 

If we will think of our merchandise as 
actors who must play convincing selling 
roles in today’s merchandising theatre, then 
we will create the convincing mood setting; 
they need to play these selling roles. 

Think of some of your memorable experi- 
ences in the theatre. Recall the sultry alley 
in “Streetcar Named Desire,” or the pro- 
vocative sea and sky in “South Pacific,” 
the lavish elegance of the ballet “Blue 
Danube,” the vivacious mood of “Gaite 
Parisienne,” or the urban sophistication of 
“Bell, Book and Candle.” 

Now think what these emotional experi- 
ences might have been without scenery 
and lights and color. 

Think of the actors working in front of 
a clean, brightly lighted functional cyclor- 
ama... everyone most easy to see... all 
at the right angle of sight . . . well labeled 
and priced . . . and most accessible, re- 
duced to common level of practical and 
certain reality. 


When you think of this dull pedestrian | 


picture, you can well visualize how hope- 
lessly unattractive and unsuccessful show 
windows and store interiors would be with- 


out the mood that settings with light and | 


color can create. 


This parallel hopes to illustrate that the | 
presentation of popular priced merchandise | 
in desolately tidy warehouses, no matter | 
how efficient they may be, is not sufficient | 


to generate the emotional interest that makes 
more people stop-look-and-buy. 

May we ask those people who would cut 
the sugar icing off the display cake to think 
about magazine and newspaper advertising 
for a moment. 

Do they consider a good layout to be one 
composed only of a picture of. the product, 
a statement of what it is and does, plus 
its price? 

Of course not, because they know that 
all good ad layouts strive to create an ap- 
propriate selling atmosphere or mood 
through the device of a setting or what is 
commonly called art work. 

By the same line of reasoning, our win- 
dow and interior displays also need some- 
thing more than merchandise and showcards 
if they are to stop and sell more people 
faster. They, too, need “art work”. The 
only big difference is one of dimension .. . 
ours to be complete should take advantage 
of form, color, and light in three dimensions 

. a feature denied the other media... and 
one that unimaginative planners and mathe- 
matically-inspired controllers would also 
deny us. 

If living evidence were ever needed to 
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In traffic centers. For sophisticated set- 
tings, use Masonite Hardboards in 
platforms, bases, background panels, 
and even in modern structural shapes. 

















Along the back walls. Masonite Hard- 
boards serve faithfully and well as 
panel materials for lighted displays, 
shadow boxes, ledges and valances. 








In windows. Masonite Hardboards help 
you build compelling, imaginative 
windows... for all kinds of mer- 
chandise and every conceivable theme. 





better displays faster with 
MASONITE HARDBOARDS 


There’s practically no limit to the things you can make with 
Masonite” Hardboards...and you have 19 different types and 
thicknesses to choose from. 

Wherever you want a strong, smooth surface that’s easy to 
paint and repaint, there’s where you want these unique panels. 
They’re made entirely of wood, but they’re better than wood 
in many ways. They keep their rigid dimensions; they never 
deteriorate and they’re easy to work with ordinary tools. You 
can even bend them to simple, graceful curves. 

Your local lumber dealer is the man to see for these useful 
low-cost aids to better displays. 


ds, MASONITE [07722710 


“Masonite” signifies that Masonite Corporation is the source of the product 











“IN THE HEART 
OF AMERICA” 


COOK and MEIER's location in the nation's 
rail center, "in the heart of America’, means 
the fastest possible service from coast to coast 
to fill every display need. 

in manufacture, the quality of product has 
always been foremost, and today, the COOK 
and MEIER trademark denotes the ultimate in 
beauty and utility to help make your window 
displays the finest in the land. 

Watch for the salesmen now covering your city 
and who will present this better than ever line 
for your approval. 


COOK & MEIER Ine. 


159 North Michigan Ave., Chicago 1, Illinois 














SUNFAST 


DISPLAY PAPER 


FOUNDED 1844 

24 FADE-PROOF COLORS 
TWO WIDTHS 
107" and 92" 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request. 
Complete stocks in New York, 
Chicago, San Francisco 
Butler Houses. 


Address all inquiries to 


BUTLER PAPER NEW YORK 
CORPORATION 
247 Park Ave. Tel Plaza 3-7860 
New York City 17 
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prove that mood settings can contribute 
to the good fortunes of not only a store, 
but to an entire community, it is clearly 
illustrated right here in Dallas. 

Yesterday, I stood for one hour at the 
busiest corner downtown to watch the pass- 
ing parade. Never shave | seen so many 
smartly dressed women, and I noted that 
the clothes were popular-priced. This is 
noteworthy because it means that fashion 
consciousness in Dallas is not confined to 
the isolated few, but it is understood and 
expressed easily and with grace by the 
many. 

This didn’t just happen. 
reasons for it. 

The overwhelming fashion consciousness 
in Dallas can be traced in no small measure 
to the consistent way that you merchants 
have, as a group dramatically displayed 
good taste, not only in your merchandise 
offerings, but in the mood of your merchan- 
dising theatre in which these fashions have 
been displayed. 

Every display director and designer, par- 
ticularly those men who are now going 
overboard for the super-market technique, 
will find it profitable to come to Dallas to 
observe your well-dressed women, and to 
study your well-displayed stores. 

They would then recognize the close con- 
nection between emotional appeal and im- 
pulse buying. 

They Would see in action a living, new 
and more complete philosophy of visual 
merchandising ... one that combines efficient 
warehousing with inspired creative show- 
manship and good taste. And they would 
learn that this combination can and does 
sell more popular-priced fashions to more 
people faster, because the merchandising 
theatre of Dallas appeals not only to the 
mind, but te the emotions and heart. 


Self-Selector Fixture 
Increases Sales By 363 Percent 

Sales increases of 363 percent were at- 
tributed to a new Kleinert  self-selector 
notions floor fixture by Edward Schanne, 
notions buyer for William Hengerer Com- 
pany, Buffalo, speaking before a thousand 
notions buyers and merchandise managers at 


There are specific 
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the annual breakfast given by Kleinert’s 
at the Hotel Statler, New York City. This 
self-selector fixture was designed by Klein- 
ert’s in collaboration with the Russell W. 
Allen Company and Schanne, and had been 
installed for six months at Hengerer’s for 
a trial. Sales immediately shot upward, 
according to Schanne, who reported that 
three-quarters of all the merchandise sold 
from this fixture were self-selected by cus- 
tomers—an important point during this 
period when shortages of trained selling 
personnel will become more acute. 

Another advantage emphasized by Schanne 
was the increase in impulse buying due to 
the full color “Kodachrome” transparencies 
which display realistically all the items on 
sale in the case. “These lighted displays, 
designed in the best of taste by a top store 
interior display team, catch the customer’s 
eye and invite her to wait on herself,” said 
the Hengerer notions buyer. He is also 
enthusiastic about the storage space in the 
back ofithe fixture (where twice as much 
merchandise can be stored here as is on 
display) which can be stocked with enough 
merchandise for peak selling hours. Accord- 
ing to Schanne, his sales people like the 
self-selector because it makes their work 
easier and he likes it because it increases 
sales without adding to the payroll. 

Richard Bleier, assistant to Ralph K. 
Guinzburg, president of Kleinert’s, followed 
Schanne with details about the size and 
construction of the self-selector. The mer- 
chandise is tiered up in open stock in indi- 
vidual wire trays which can be lifted out and 
replaced by different trays for other mer- 
chandise. The fixture is 6 feet long and 
45 inches high, so the sales clerk can sell 
from behind as well as in the front. The 
counter top is 7 inches wide, providing 
a selling ledge. Bleier explained that Klein- 
ert has arranged for the manufacture of a 
quantity of these fixtures, which may be 
ordered individually by stores —-finished 
to match any wood sample —at the quan- 
tity price. “Kodachrome” transparencies 
and movable wire racks are supplied. The 
“Kodachromes” are easily and quickly re- 
movable if other items are substituted for 
those currently in the self-selector. 
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Mileo : 


Visit our com- 
plete showroom 
display when in 
New York. 





signifies 
e ELEGANCE 


and most important, QUALITY in material and 
construction. 
will have top selling appeal for your fashion promotions. 


You must see our new lines of MISSES, JUNIORS and 
TEENS and by all means our adorable new CHILDREN 


MILEO MANNEQUINS, 7 West 36th St, New York City 18 


ein mannequins 


eCHARM 
eWEARABILITY 


With MILEO mannequins your displays 





African Cherry Plywood 
Now On Market 

Macoba, also known as African cherry, is 
now being stocked in plywood panels by the 
Aetna Plywood & Veneer Company, 1741 
Elston avenue, Chicago 22. The reddish-tan 
color, close, hard texture and high strength 
make Macoba desirable for wall paneling 
and store fixtures. Both rotary cut and sliced 
panels are available in different thicknesses 
and sizes. 


Atlanta Guild Hears 
Harry Timmerman 
Speaker at the May 2 meeting of the 

Atlanta, Ga., Visual Merchandising Guild 
was Harry Alan Timmerman, who recently 
became display manager for the Atlanta 
store of Sears, Roebuck & Co. He discussed 
“The development of point-of-sale display 
at Sears”. Timmerman had been in charge 
of display for the firm’s store in Greens- 
boro, North Carolina. 
Eliiott Service Company 
Head Is Dead 

George J. Kadel, 59, president of Elliott 
Service Company, Mt. Vernon, N. Y., died 
on April 10 after a brief illness. The firm 
publishes industrial management books and 
produces some types of window display 
material. 


Arrow Display Service 
At New Address 

Arrow Display Service is now located at 
its new display shop and office at 146 East 
Jersey street, Elizabeth, N. J. 





Parade Float Decorations! 


Immediate shipments made. 


Over 100 Beautiful Float Designs 


America's Most Complete Line of Float Decorations and Supplies. 


Catalog of Our 100 Float Designs 
Sent Free Upon Request 


We manufacture our own beautiful float decorations! 


CHICAGO ARTIFICIAL FLOWER CO. 


3520 WEST FULLERTON AVE. CHICAGO 47, ILL. 
ALbany 2-656! — eihaie 2-4155 














51” MIAMI MAT 51” 


The most exciting Display Material in 
recent years. 
See it at your local jobber. 


ME Lasse fabatcs Grinc. 


45 East 30th Street, New York 16, N.Y. 


FOIL AND PLAID PAPERS 


26” width — 50 and 100 ft. rolls. Also in Reams 
for immediate delivery. 


R. A. OHLHORST 


454 Broome Street New York City 43 
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SIGN and DISPLAYMAN 


INSTALL your displays —tack up signs — fasten mer- 
chandise — in less time — with less effort. Use HANSEN! 
Note these “plus” features: 

1. Self-contained. Hansen is a completely self-contained 
unit. Loaded, ready for instant, continual use. Reloaded in 
seconds. 

2. Easier Operation. Balanced design. Fits naturally in 
hand. Easier to grip and operate. 

3. Quicker Servicing. Take-up Jaw (exclusive Hansen fea- 
ture) opens and closes instantly for cleaning channel — in 
less than a minute! 

Weighs only 11% lbs. Fits pocket (when hold-down 
spring is used). Holds 140 staples (model T-3). Built 
for years of active service. REQUEST 

BOOKLET 


[HANSEN Je. 1 ee ee 


5041 RAVENSWOOD Ave. CHICAGO GO ILL 











USE THE INTEREST 
AND EYE APPEAL 
OF 


REED and RATTAN 


FOR 
ARRESTING DISPLAY IN 
WINDOWS AND INTERIORS 


A. LUTZ 


3 West 18th Street e New York II, N. Y. ® CHelsea 2-6264 
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GIMBEL'S FLEXIBLE DISPLAY 
[Continued from page 48] 


Completely different from the Bride's 
Shop and the Fifth Avenue Shop is the 
Mayfair Shop, where designer sports wear 
is sold. An appropriately rustic note is 
set by a carriage lamp incorporated in the 
decor of the show window marking the 
entrance. 

An atmosphere of the great outdoors 
is evoked by forest green walls, a sky-blue 
ceiling and redwood siding for woodwork. 
The atmosphere is further carried out by 
display cases of redwood siding with white 
interiors, and by white board “fences” or 
cane backgrounds behind the standing dis- 


| plays. Wall cases in this department are 
closed by solid doors attractively veneered 


in white “micarta”. When open, the doors 
fold back accordion-fashion and frame 
the cases conspicuously, thus drawing the 
attention of the customer to the merchan- 
dise. 

In the Millinery Design Room, display 
is informal and completely feminine. Out- 
side the shop, set in the wall to the custo- 
mer’s right as she enters, is a display for 
hats and accessories. However, behind the 
wide glass panels which form the front of 
the shop are delicate white wrought iron 


| tables on which stand small, graceful trees. 


There, almost literally growing on trees, 
are the hats. The only formal display in- 


| side the room is in two cases suspended 





against the walnut columns which separate 
the custom millinery from the ready-made. 

Inside the fur salon, where fluorescent 
lighting is used to simulate outdoor light 
and provide a cool atmosphere, there is 
one prominent display. It is located in the 
center of the room and consists of a group 
of platforms on which the furs can be ar- 
ranged in a variety of treatments. 

In the women’s department the wall cases 
are part of the display since they are made 
unusually conspicuous by the use of per- 
forated baffles. Light shines through the 
baffles and casts a sparkling pattern of 
light on the area near the cases, thus draw- 
ing the attention of the customer as soon as 
she enters the department. 

In the suit department, too, the customer's 
attention is immediately drawn to the wall 
cases, which are framed in a striking plum- 
colored lacquer. Display cases are an in- 
tegral part of the decor in the suit depart- 
ment, which is located between two other 
departments. Situated around the outer 
perimeter of the department, the low cases 
serve to mark it off but do not block the 
vision of the casual passer-by. 

Throughout the third floor a completely 
integrated feeling ties the various depart- 
ments together through the use of display. 
Like many stores, Gimbel’s of Philadelphia 
has sprinkled through its interiors those 
necessary evils —structural columns.  In- 
stead of just trying to ignore the columns, 
Cordes, Bartos & Mihnos use them to good 
advantage. Around them they have built 
movable platforms which can be raised or 
lowered to facilitate flexibility in display. 
Utilizing these numerous columns for con- 
tinuous display, Gimbel’s takes this oppor- 
tunity to turn necessary evils into a fashion 
promenade to catch the eye of every shopper 
as she moves from department to depart- 
ment. 
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IT'S A DATE! 


LUCKY ALROD 


OUR SUITE 


Hotel Statler — New York City, June 11-12-13 


AFTER 6:00 P. M. 

During N. R. D. G. A. Mid-Season Convention of 
Visual Merchandising, Sales Promotion, & 
Merchandising Divisions. 

BLISS DISPLAY CORPORATION 


460 West 34th Street, New York 1, N. Y. 














ADD “EYE-APPEAL” with JEWEL 
ELECTRIC FOUNTAINS 


Color - Change 
Sparkling, bubbling streams of water il- 
luminated from below with light beams of 
onstantly changing colors —can be used 
o liven up store and window displays. 
Ne water connections needed. Send 25¢ for 
64 page catalog. Also ask about Jewel 
Electric pumps and turn-tables. Est 1880. 
EWEL ELECTRIC & MFG. CO. 
No. 5u4 Fountain 914.7 West Kinzie St., Chicago 10, lil. 
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| Prizes Are Awarded 
In British Contest 


From 301 entries received in a National 


| Sewing Week display contest sponsored in 
| Great Britain by the National Needle Arts 


Bureau in conjunction with the British 
Display Association, the following have been 
awarded prizes in their respective classifi- 
cations : 

Department store group; first, D. G. 
Woods, Owen Owen, Ltd., Coventry; second, 
W. Cass, Fenwick, Ltd., Newcastle-on-Tyne ; 
third, Rowland F. Jervis, Lewis’s Royal 
Polytechnic, Ltd., Glasgow. 


Ltd., Worthing; third, J. D. 
first, Molly Blue, Paisley; 


J. Ernst, H. B. Russel, Bristol. 


Lelan Broaddus Opens 
Office, Showroom 

Lelan L. Broaddus has opened an office 
and showroom at 309% Main street, Ft. 
Worth. His factory will remain at the 
former address, 713 Parkdale road. 


Larger fabric 
firms group; first, W. R. Thorne, Densons, 
Chester; second, F. Cook, J. K. Hubbards, 
Aldwinckle, 
Morris, Llanelly. Small fabric firms group; 
second, R. G. 
White, White's, Sussex, and third, Mrs. 





51” MIAMI MAT 51” 


Perfect for floor covering, panels, cases, 
screens, etc, 
Consult your local jobber. 


Gr. Laue fdbrics Coninc. 


45 East 30th Street, New York 16, N.Y. 
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Sturdy Low Cost Oscillator 
for Cardboard Animation 


@ Inexpensive back-and-forth motion. 
@ Simple to use! Just drop into cardboard 
pocket or flap. 


@ Factory set for many different arcs of travel 
@ 10 standard speeds. 4 and 10 RPM in stock. 
@ Small. Compact. Light Weight. Sturdy. 
@ Dependable synchronous motor. 
@ Can be synchronized with one or two or 
more chaser light actions. 
Sample unit just $6.75 
Check with order please. 
One of many low-priced products for animation 
made by 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 
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TRADE 
SECRETS 
\FOR 
DISPLAYMEN 


Here's the SECRET of SUPERIOR 
glass decor on your WINDOWS 
and SHOWCASES! 


UNUSUAL effects ECONOMIC- 
ALLY achieved! 


Use LITHOPHANE Valance No. 128 to 
turn plain clear glass into modern 
FLUTE glass .. .! With simple mitre 
cuts, you can shape this beautiful ', 
inch frosted linear pattern into many 
handsome effects! Even further en- 
hancement is obtained when light 
plays through this unusual! Lithophane! 
No. 128—Only $7.95 for 25'xI9"' roll. 
Order through your jobber, or from: 
GARRISON-WAGNER Co., 2018 Wash- 
ington Bivd., St. Louis 3, Mo. 
ADLER-JONES Co., 521 S. Wabash 
Ave., Chicago 5, Ill. 
SHUR-NUFF, INC., 322 First Ave. N., 
Minneapolis |, Minn. 


ISINGLASS VALANCE CO. 


5206 Tilden Ave. * Bklyn 3. N Y 
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When in New York 
Visit 
“The House of Naturals” 
for 
NOVELTIES 


TROPICAL 
BEACH WEAR 


and 


SUMMER 


items 


ARTS au FLOWERS" 


DISPLAYS, INC. 


Manufacturers @ Importers @ Creators 
43 W. 56th St., near 5th Ave. 


New York City 19, N. Y. 
*U. S. Reg. Trade Mark. 
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Practical Display Course 


ERCHANDISE display technique at 
Technical High School, Miami, is 


one of the newest and largest classes 
in this “Skyscraper School”, as it is called. 

Just three years ago a course in retail 
merchandising was started at Technical 
High by L. S. Smith, who became interested 
in the development of a course of instruc- 
tion in merchandise display for both high 
school students and adults. 

Many years of practical experience in 
retail merchandising by Smith proved the 
need for trained displaymen and _ sales- 
people who had groundwork instruction in 
display. To provide the working equipment 
to teach the subject he designed a merchan- 
dise display shop at Technical High to offer 
instruction in a number of different types 
of display. The course was prepared and 
equipment selected to handle instruction 
requirements of both high school students 
and adults. 


The beginning display student works first 
on miniature display windows, with minia- 
ture merchandise, designing and construct- 
ing the display from start to finish. Typi- 
cal display problems are set up by Smith 
for the student to work out. These display 
problems are such as would be found in the 
average department or specialty store. Upon 
receiving the display problem the student 
fills out a “window display production 
order”. This production order is a plan of 
the display to be built and on it the student 
writes in the general design and the details 
of the display that is to be constructed. 


—Students design and construct displays on a 

miniature scale at first. Typical display prob- 

lems are set up by the instructor in retail mer- 

chandising, L. S. Smith. Each student has his 

own practice window ... On the following 

page is a full size display used during Pan- 
American Week— 
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Floor plan and front elevation sketches are 
drawn so that a completed plan is on paper 
before any actual construction is started. 

The better miniature window displays are 
later rebuilt and installed in full size dis- 
play windows in the classroom to get ex- 
perience of a more practical nature. 

Interior display is taught by having the 
student work out typical problems, using 
full size store fixtures and equipment such as 
display tables, shadow-boxes, shelving, wall 
cabinets and architectural units. To prac- 
tice this type display the student uses 
dummy packages and also actual merchan- 
dise which is furnished for this purpose. 

The information related to both interior 
display and window display is presented 
through the use of 50 visual aid charts, 
each chart taking up some important topic 
about display. These lecture charts are 
supplemented by a series of 50 mimeo- 
graphed instruction sheets which give de- 
tailed display information not covered 
through the use of the visual aid charts. 

Each student prepares his own display 
manual by copying the information from the 
lecture charts, classroom discussions, mimeo 
instruction sheets, and notes from actual 
work done in the shop. 

Field trips to local department and spe- 
cialty stores are made at regular intervals 
to study display under actual working and 
selling conditions. 

Window and interior display test sheets 
have been prepared to help determine the 
effectiveness of the displays erected by the 
students. The students use these test sheets 
to analyze both their own displays and 
displays designed and built by local stores. 
These test sheets have been most valuable 
in helping the display student understand 
and appreciate good displays. They also 
keep him from making repeated errors in 
his own work. 

Considerable stress is placed on the copy 
and layout of window display cards, theme 
cards, copy cards and price cards. The 
student designs and produces numerous 
“Cutawl” and jigsaw cutouts, does simple 
papier mache sculpturing, mixing and brush- 
ing of paint colors as required, and learns 
the use of ordinary hand tools. 

Completed displays are illuminated with 
floodlights, spotlights, colored lighting and 
general illumination to introduce the student 
to the problem of display lighting. 
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@ BUY THEM FROM YOUR 
DISPLAY MATERIALS SUPPLIER 


THE REYBURN MANUFACTURING CO., INC. 
FACTORIES: PHILADELPHIA 32, PA. ROYERSFORD, PA. 














222 WEST MONROE STREET 
Botanical's New Location 


You are invited to visit our new showrooms 
where you will see our new and beautiful flower 
lines for the coming seasons. 


BOTANICAL DECORATIVE SUPPLY CO. 


222 W. Monroe Street Chicago 6, Ill. 
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fashion... 
at its best 


No other manikins 

) can match the beauty 

of beau mondes. Their 

superb styling bhi 
striking coiffures .. . 
skillfully blended make-ups... 
truly fashion ... at 
its best. 





ART. R. COHEN CO. 


810 PENN AVENUE PITTSBURGH, PENNA. 


MR. ART R. COHEN, exclusive Korrect-Way distributor 











THE PIONEER—frostee Sno 


. SNOW TEX) 
=a1°t 1 -¢ 6,6) Sen 1G) OV 
stata ae tee 


hs 


¥ 


(ala 2-\ ‘el -\-11 Ae 4 


Sold by Leading Display Jobbers in U. S. and Canada 
Made only by 


frostee SNO COMPANY 


ANTIOCH, ILL. 











USE THE 


Opportunity Exchange 
For any WANT AD regeee: 
POSITION WANTED POSITION VACANT 
REPRESENTATIVES WANTED 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 


ATTENTION MANNEQUIN 
REPAIRERS & MANUFACTURERS 
Save on your metal fittings. 

For free sample write to 
Mohawk Rubber Novelty Co. 
Box 6 North Adams, Mass. 
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DISPLAY WORLD is always available 
in the classroom, with copies for the past 
five years in bound form for ready reference. 
Many of the students are now subscribers 
to this magazine. Also available for the 
students’ use are copies of many of the 
catalogues of the manufacturers of display 
equipment. This material soon becomes 
well worn from constant use. 

The regular high school student spends 
three years in the study of retail merchan- 
dising. About half of this time is spent 
on merchandise display while the balance 
is the study of advertising, textiles and 
non-textiles and salesmanship. The adults 
attend class at night and spend two nights 
a week for 13 weeks in the display course. 
An aditional 13 weeks is available for those 
adult students who care to continue their 
display training. 

Mannequin Construction 


Shown On TV 


Part of the new Magnani Mannequins line 
was introduced to television audiences over 
the “Manhattan Spotlight” show on the 
Dumont network on April 18. The show 
covered, in an informal manner, the actual 
procedure in the making of a mannequin, 
sculpturing from a live model, making of the 
production mold, the papier mache work, 


—Left to right, Chuck Tranum, Manhattan Spot- 

light master of ceremonies; Norman Sherman, 

of Magnani Mannequins, and Mrs. Giorgina 
Magnani— 


styling of the coiffure, and make-up. The 
evolution from the old wax figures on to the 
present mannequins was shown, and _ par- 
ticular emphasis was put on the fact that 
the new Magnani line was designed spe- 
cifically for the high style fashions. 

Participating in the presentation were 
Mrs. Giorgina Magnani, Norman Sherman, 
Louis Sykes and Alicia Barneo of the Mag- 
nani organization, and John Sims, display 
manager of Milgrim’s—all of New York 
City. 

The program was kineoscoped and shown 
in Los Angeles, Cincinnati, San Francisco 
and Birmingham, and will be shown in 
Baltimore May 17, Salt Lake City May 18, 
Albuquerque May 28, and Minneapolis on 
May 29. 
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PARIS LETTER 
[Continued from page 63] 


tage in his spring displays — simply dozens 
of twigs in natural color, swirling one in a 
fan, another in a circle. Scarfs and small 
accessories are shown against this simple 
background. 

Stitched hay in sheets is appearing all 
over town in many of the smaller shops. 
Jacques Griffe on the Rue Royale covers all 
his cases in this material . . . snaps brilliant 
jewelry right on it. 

Lubin on the Rue Royale brings spring 
right into his shop with a curtain of pale 
pink tulle covering the length and breadth 
of the window. Showcases, picture frame 
size, are suspended in the middle of the win- 
dow. The frames themselves are several 
thicknesses of the same tulle and perfume 
is suspended in the frames. 

Christophe, the most elegant housewares 
shop in Paris, sets a table in a full-flower- 
ing garden. A great white and gold satin 
canopy supported by pink and gold columns 
shelters the table and lends a truly “hostess’ 
dream” look to all the tableware shown. 

Christian Dior had about the most spec- 
tacular Easter display in Paris. Gigantic 
Easter eggs were sliced in half... one for 
each of the cases flanking his famous door 
The outside of the egg was covered with 
yellow satin and the yolk of quilted satin set 
off a single bottle of “Diorama” perfume. 
The white of the egg was represented by 
masses of flowers. 

The mannequins in the Dior boutique are 
all covered in flesh colored silk jersey. 
Featureless, the eyes, nose and mouth are 
indicated with boutique jewelry. Bases of 
of the mannequins are the same _basket- 
shaped bamboo that were used on bamboo 
figures previously reported. These figures 
are made in Italy. 

Lancome, perfumer, makes up mimosa 
of huge yellow powder puffs set on natural 
twigs. The display is made up of ancient 
vases and lovely antique mirrors. 

A carpet shop on the Rue de Rivoli ex- 
pressed the very idea of spring with a 
figure of heavy wire wrapped in deep green 
velvet ribbon. Matching velvet ribbon 
sparked the entire form and drifts of pale 
green tulle indicate its path through the 
show window. A deep green pile carpet is 
featured and looks very beautiful in this 
airy scene. 

We wind up with Trois Quarters, which 
took the most obvious sign of spring right 
off the Paris street corner . . . the familiar 
flower cart filled with spring plants and 
mounds of violets. It made a lovely central 
unit for a charming display of spring gloves, 
scarfs and jewelry. 

Shoe Form Changes 
New York Address 

The New York City office of Shoe Form 
Company, Inc., Auburn, N. Y., has been 
removed from the Empire State building to 
110 Fifth avenue. 


R. H. Ferguson Joins 
Rimes & Hildebrand 

Formerly with Montgomery Ward & Co., 
Richard H. Ferguson has become display 
director for Rimes & Hildebrand, St. Joseph, 
Michigan. 
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No Finer, Richer, or More Natural 
Man-Made Grass Grows than — 


“NATURALIKE” 


Super - Fidelity Grass Mats 


The Perfect Foundation Material for 
Spring and Summer Merchandise! 


Favored by Displaymen for Fidelity, Fast 
Color, Long Wear and Low Cost! 


Made of the finest Madagascar Raffia, 
anchor-stitched in lines one inch apart 
on heavy, high-quality burlap, each 
“NATURALIKE” mat is treated to pre- 
vent mildew, and fire-proofed for safety. 


Available in all Standard Sizes— 
3° x 6 —3' x 19 — Fx W—S =x EC 
5 = 1: 


“TUFF-TURF” SPRINKLINGS 


The new, economical “fill-in” material 
for those odd-shaped spots difficult to fit 
with standard mats. Easy to use and 
re-use. 3 Ib. cartons. Perfect match 


with “NATURALIKE” Grass Mats. 


Order Your “Naturalike” Grass Mats and Sprinklings 
From Your Display Supply House 








MEMORIAL GRASS CO. Uhrichsville, Ohio 

















FLASHING STAR-LITES STAR-LITES 


DECORATIVE WINDOW AND INTERIOR LIGHTING DISPLAY 


Send for our illustrated literature and list of our distributors. 
JOBBERS INQUIRIES INVITED 


ART MODE MFG. CO., INC. tion XY 
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Low Cost Beauty 
For Fall Displays 


F-323—Fall Birch Tree, 72" x 38". The glowing 
colors of fall tint this tree's leaves of finest leaf 
poper in a rich burnt orange shaded with darker 
tones of orange. Heavy trunk mounted on a 21" 
x 12" wooden base with two cedar poles and 
covered with wood chips in fall shades. Shipped 
ready to use .. . $18.95 each (6 or more); less 
than 6, $20.95 each. 
F-323-A—Small Fall Birch Spray. General descrip- 
tion same as F-323 . . . $10.50 per doz. (6 doz. 
or more); less than 6 doz., $11.40 per doz.; half 
doz., $5.95. 
F-323-B—Large Fall Birch Spray. General descrip- 
tion same as F-323 . . . $17.50 per doz. (6 doz. or 
more; less than 6 doz., $19.25 per doz.; half doz., 
$10.50. 

_ The quality of General Display Corporation 

products is recognized by department stores 

and specialty shops from coast to coast. 


Manufacturers: Flowers, Foliage 


General Display Corporation 


140 


WEST 4th STREET 


« CINCINNATI 2, OHIO 





GARMENT STEAMER 


NEWEST, SIMPLEST, QUICKEST, 
BEST WAY 
To Press Your Garments 
Freshen Your Stock 


Portable — No installation cost——No dis- 
tilled water — Leaves no marks — CLOTH 
TO CLOTH—No metal touches garment— 


See 
com 


Apply steam to garment 
N THE HANGER 


No. 51 GLIDE-O-MATIC 


$59.50 


your local jobber, or write us for more 
plete information. 


Jobber Inquiries Invited 


THE FIXTURE MART, INC. 


314 


W. Jackson Blvd., Chicago 6, Illinois 








W 


WINDOW = \ 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and beginners will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
lames of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41,Ill. 








PRICE CARD and 
DISPLAY CARD HOLDERS 
CASH ALARM TILLS 
CONE TWINE HOLDERS 
SNAP-IN TAG NEEDLES 
WINDOW TRIMMER'S TOOL 
Write for Illustrated Price List 


RUDOLF ORTHWINE CORP. 
418 W. 33rd St., New York 1, N.Y. 


51” MIAMI MAT 51” 


Have you seen the sensationally new 
51" MIAMI MAT? 
Consult vour local jobber. 


A Lae fabrics Goninc. 


45 East 30th Street, New York 16, N.Y. 
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THERE'S SOMETHING NEW 
UNDER THE PROMOTION SUN 
[Continued from page 69] 


ing that puts permanent customers on your 
books —not hoarders who will switch to 
another brand as soon as the emergency 
is over.” 

Retailers know this. They know that in 
all promotion, providing the item is right, 
the more you tell about merchandise, the 
more you sell. 

Let us examine proven methods of cre- 
ating more sales through visual merchan- 
dising by this process of revealing greater 
information to the customers. 

In printed advertising, the key is to select 
the major appeal and feature it in your 
headline. That is the secret of personal 
selling. Advertising is nothing but selling. 
This main appeal must be the appeal which 
gives customers the benefits they want 
from the merchandise. You repeat these 
benefits, and elaborate with all the informa- 
tion you can give, so the customer can make 
up her own mind from the advertisement. 
For maximum effect, you illustrate your 
story with the merchandise shown in use. 

The same application works in display. 
A few years ago Professor Howard Cowee, 
then of New York university, worked with 
us at NRDGA on a research program to 
determine certain basic principles about 
displaying merchandise. Tests were con- 
ducted with similar merchandise, in stores 
of three different types, that sold to three 
different customer types. The results were 
always about the same. 

For example, we displayed infants’ dresses 


~flat on a counter in the usual department 


store way. This display stopped 6 per cent 
of the people who passed the counter. We 
then placed these dresses on an inclined 
plane and brought them up to eye level. 
This display stopped 9 per cent of the 
“passers”. Third, we placed the merchandise 
at eye-level and showed it in use. It stopped 
31 per cent of the “passers”. Under identi- 
cal conditions, with the same amount of 
traffic, we stopped more than five times 
the number of people versus the usual 
department store display. 

This was no accident. We created simi- 
lar tests with men’s ties and costume jewelry. 
They proved that bringing merchandise up 
to be seen and showing it in use pays off 
with more “stoppers” and hence more sales. 

For example, when Professor Cowee in 
a National Association of Display Industries 
test showed windows with a woman’s en- 
semble, draped on T-stands, 64 per cent 
of the traffic looked at the window. When 
the ensemble was shown in a setting so 
the shopper could imagine herself in that 
ensemble in a room or out walking, the 
“lookers” increased even more. 

For example, when men’s shoes were 
displayed flat on a table, a certain percent- 
age who passed stopped to look. Raised to 
eye level, 32 per cent looked and 36 per cent 
of these people stopped. When the men’s 
shoes were displayed sticking out of trouser 
legs, 37 per cent looked and 44 per cent of 
these people stopped. 

For example, in a lingerie department in 
an NADI test, women’s slips were shown 
flat on a counter. This is a typical dis- 
play method and shows little originality. 
Of course it turned a certain amount of 
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“lookers” into “stoppers”. Next, the mer- 
chandise was raised to eye-level on a T- 
stand. “Lookers” increased by more than 
50 per cent and it brought more “stoppers”. 
Then the slips were placed on a figure. 
“Lookers” jumped almost another 50 per cent. 
“Stoppers” greatly increased. 

Results of the same NADI test showed 
that using these rules of showing merchan- 
dise at eye-level, in use, and with informa- 
tive signs, created sales increases under 
controlled situations of: 

18 percent in a Stix, Baer & Fuller test. 

74 per cent in another Stix, Baer & Fuller 
test. 

I could go on and on to reveal these 
results. To quote my New York university 
colleague : 

“Extra sales depend on selling more 
merchandise to people inside your store. 
If your departmental displays can get more 
people to look, or more people to stop, 
or more people to examine the merchandise 
you have for sale, more sales should re- 
sult. In fact, more sales do result. 

“Here is where promotion research pays 
off —right at the point-of-sale —that point 
defined as the only place in the whole 
scheme of distribution where the customer 
and the money and the merchandise really 
get acquainted on a business basis to do 
business.” 

Immediately ahead, visual merchandising 
has its greatest opportunity. Instead of 
talking to limited street audiences or to 
internal traffic, the visual merchandise 
manager can reach untold thousands of 
people through television. Just as radio 
can be called publicity on a_ wholesale 
scale, TV becomes visual merchandising on 
a wholesale basis. TV demonstrating and 
selling is made to order for the visual 
merchandise manager who combines his 
talents with the advertising man and the 
radio station. 

At a recent NRDGA meeting, Frank 
Sauter, interior display manager of Macy’s, 
illustrated this point when he said: “An 
advertising agency once requested of us the 
help of a displayman in solving a problem 
that was baffling an art director, a camera 
man, and a studio prop man. It seems 
they were trying to shoot a film for a TV 
commercial about some special automatic 
pencils. But how to make the pencils stand 
suspended at a writing angle above the 
stationery? Wires were tried but the 
lighting cast shadows. Frameworks were 
built, but the illusion was spoiled. The 
Macy displayman studied it for a minute, 
then pulled out a straight pin, tapped the 
point of it into the writing pad, snipped 
off the head of the pin with his wire-nippers, 
and after removing the lead from the barrel 
of the pencil, slipped the pencil over the pin 
shaft. Result—pencil secure, angle just 
right, no wires.” 

Frank Sauter, as a typical visual mer- 
chandiser, continued to demonstrate his 
skills with the Macy television program. 
He realized that TV production men, while 
bitterly complaining about high costs, were 
creating sets for one-time use so solidly 
that they would stand up for ages. With 
the skill of a retailer he introduced economy 
of construction, without lessening the effect. 

In presenting merchandise on television, 
the identical formulas for windows or sell- 
ing floors can not be used, but retail visual 
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fashion... 
at its best 


No other manikins 


can match the beauty 
of beau mondes. Their 
superb styling .. . 
striking coiffures .. . 
skillfully blended make-ups... 
truly fashion . . . at 


its best. 


eal monde 


KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 


MR. WM. E. KEHOE, exclusive Korrect-Way distributor 
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WATER PLANTS? 
—-NOT OURS! 


Artificial planters that add eye appeal and interest to your 


window and interior displays. | 


Planters available in rubber or muslin leaves, built to your 


specifications. 


WRITE FOR PARTICULARS 


COAST FLOWER MFG. CO., INC. 


936 S. Maple Ave. Los Angeles, California 











Plastar GLITTERTWIST ; Decoration 


PUTS SPARKLE IN YOUR DISPLAYS 


Suggestions for the many display arrange- 
ments possible with our six different style 
cuts. Only PLASTAR offers you this variety 
in the popular, easy-to-handle 314" width. 


METALLIC — Gold, silver, fuchsia, chartreuse, 
green, lime, red, aqua, orchid, light blue, 
medium blue, royal blue, purple, rose, light 
pink, turquoise, copper. 


FLUORESCENT — Red, green and amber. 


NEW! GARLAND OF FIREPROOF non-tarnishing 
metal alloy—25 f#. to the piece, 2!/,'' Dia- 
meter, $1.60 per piece. Packed in space-saving 
a 3%," corrugated tube, labeled with ‘how 
to use" instructions for handling. 


Offers endiess possibilities for window and in- 
terior displays and store decorations. Numerous 
combinations. 


Write for literature and sample. 


UNION NOVELTY CO., Inc. 


38 W. 21st St., New York City 
*Registered Trade-Mark 











DEKADHESE 


The technical, plastic cement. Colorless, transparent, possessed with "wet 
bond" strength and dries into a tough, moistureproof film. Packaged in 
2-02. bottles provided with brush applicator. 


1 doz. 2-oz. DEKADHESE with brush —— and 
3 bottles of thinner... ... pent . $9.00, postpaid 


THE DECKER CORPORATION 


Glenside, Pennsylvania 
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merchandising managers can easily adapt 
their knowledge to this medium. 

There are countless instances where old 
favorite promotion media of newspapers, 
magazines, radio, direct mail have failed 
to produce and where a successful window 
or floor display has saved the selling event. 
Any store buyer can recite dozens of ex- 
amples 

Unfortunately, many of us are so wrapped 
up in our advertising specialty that we lose 
sight of this selling aid of visual merchan- 
dising. Retailers can well afford to pay 
continued and increasing attention to visual 
merchandising as they have in recent years. 
They can well afford to coordinate their 
other promotion tools with windows and 
floor displays. Manufacturers can well 
afford to fortify their sales promotion 
packages to include strong point-of-sale 
assistance for retailers. 

Display has grown up. It has gone a long 


| way from the time when the serpent dis- 


played the apple to Eve. It has realized 


the lofty name of “Visual Merchandising”. 


The “window trimmer” has grown up; he 


| is a merchant, an executive, a visual mer- 


| chandise manager. 


srilliant progress has been made in the 


| past few years to show what can be ac- 
| complished with this new medium. The 
| research by NRDGA, NADI, NYU, and 


| by many stores, manufacturers and ad- 


vertising agencies has only scratched the 


| surface. These research studies will con- 











tinue. 

Perhaps five, ten or fifteen years from 
now we may be attending another Emory 
university Advertising Institute where new 
display techniques will be discussed and 
new progress revealed. Your speaker at 
that time may indicate that King Koheleth, 
son of King David, was wrong. There is 
something new under the sun. There is 
something new under the retail promotion 
sun. It is the new use of visual merchan- 
dising. 

Opticians Include Display 
On Convention Program 

Members of the Guild Prescription Opti- 
cians of America, in convention at the Hotel 
Netherland - Plaza, Cincinnati, witnessed 
practical application of the principles of 
good display at their May 1 meeting. Ken 
Matsumoto, head of Ken Matsumoto Dis- 
plays, Cincinnati, conducted the demonstra- 
tion. On the following day 250 delegates 
attended a luncheon meeting for which R. C. 
Kash, editor, DISPLAY WORLD, was the 
featured speaker. He discussed “How Dis- 
play can Work for You”. 


Royal Mannequin 
Adds To Line 

Twelve new figures have been added to 
the line of Royal Mannequin Corporation, 
256 Wallabout street, Brooklyn 6. Details 
are available from the company on request. 
Ingles Resigns Position 
With Young's, Alton 

James C. Ingles, display and advertising 
director of Young’s Department Store, Alton, 
Ill., has resigned in order to become a part- 
ner with his brother in the Richard B. Ingles 
Advertising Agency, St. Louis. 
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Backer Elected Head 
Of Southern Group 

Members of the Southern Display Asso- 
ciation, in convention at Dallas early this 
month, elected Howard Backer, display di- 
rector of Stix, Baer & Fuller, St. Louis, 
to head the organization for the coming 
fiscal year. He succeeds Eddie Nunan, Jas. 
K. Wilson Company, Dallas. St. Louis 
was. chosen as the convention city for 1952. 

Frank Vermilye, Foley's, Houston, was 
chairman of the opening program, and 
introduced the mayor of Dallas, followed 
by Nunan. The latter thanked the exhibitors 


at the Conference, and said that the SDA | 


would now be able to pay off the debt it 
incurred in Atlanta two years ago when a 
proposed convention was cancelled at the 
last minute. Nunan paid tribute to the 


various committee chairmen who cooperated | 


in arranging for the 1951 event. 


Robert Ross, Neiman-Marcus Company, | 


Dallas, spoke on the South as a land of 
opportunity. He was followed by Albert 
Bliss, Bliss Display Corporation, New York 
City, whose address is reprinted in full 
elsewhere in this issue. Ted Solomon, A. 
Harris & Co., Dallas, was the next speaker 


He urged display manufacturers to open up | 


plants or showrooms closer to displaymen in 
the South, so the latter could have easier 
and quicker access to materials and equip- 
ment in time of need. 

W. L. Stensgaard, of the Chicago firm 
bearing his name, spoke next. He outlined 
several reasons why display can and will 
increase its effectiveness 10 per cent or 
more in the next 12 months. They included: 
(a) There will be plenty of goods to sell: 
(b) advanced planning can be done with 
greater assurance and effectiveness; (c) dis- 
play windows will be less institutional and 
more devoted to selling; (d) displays will 
be designed to get greater readership; (e) 
displays will feature more and more best 
sellers. (Stensgaard’s talk will be published 
in full in the June issue of DISPLAY 
WORLD ... Ed.) 

Guy Malloy, display director for Neiman- 
Marcus, was designated by the SDA as the 
organization's selection as “Displayman of 
the Year”, while Frank Vermilye, J. F. Irvin, 
of Rosenberg Brothers, Albany, Ga. and 
John Sorenson, Battlestein’s, were named 
“Outstanding Displaymen”. 

Winners of first prizes in the display 
photograph contest were: V. N. hag nd 
Goodwin's, Lubbock, Texas; K. V. P. Burn- 
ham, J. P. Allen & Co., Atlanta; Guy Mal- 
loy; William Caywood, S & Q Clothiers, 
Fort Smith, Ark.; N. B. Wiggins, Hemphill- 
Wells, Lubbock; Emery Gregory, Neiman- 
Marcus; H. H. Hawkins, J. R. Millner Com- 
pany, Lynchburg, Va.; Paul Uzzi; J. F. 
Irvin; Mrs. Gwen Epting, J. A. Kirven Com- 
pany, Columbus, Ga., and Fred Hernandez, 
Popular Dry Goods Company, El Paso. 
First awards in the card writing contest 
went to John Dial, Goudchaux, Baton Rouge, 
Kenneth Frizzell, Jas. K. Wilson Company, 
and R. E. Moriarty, W. C. Stripling Com- 
pany, Fort Worth. 


Cooks Return 
From Bahamas 

Al D. Cook, Cook & Meier, Chicago, and 
Mrs. Cook have returned from an extensive 
trip to Florida and the Bahamas. 
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Is this 8 months 
your problem in development 
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in one substance .. . 4 
cleaner that really cleans 
. .. an anti-static agent 
‘hat really keeps your 
plasties free of dust .. . 
completely new and 
proven the best prepara- 
tion of its kind, by far. 

S: e LONG LASTING 

e PLEASANTLY @and above all 

SCENTED EASY TO USE 


Pint... $1.00; Quart... $1.60; Gallon. . $4.75 


If “Like Magic” is not available from your local 
display dealer, write us directly. 


MERCHANDISE PRESENTATION, INC. 


206-208 East 120th Street, New York City 35 
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) Views & Reviews 


/ DISPLAY PHOTOGRAPHS 


A regular weekly service to assist your display effort, to 
help your displays be more and more productive! 


@ Sharp, clear photos of window and interior displays 
from leading stores in New York, Los Angeles and 
other cities. 


@ Complete with full descriptions and the sensational 
three-dimensional color kodachromes. 


@ Tailored to your needs according to 


TYPE OF MERCHANDISE (ready-to-wear, men's 


wear, etc.) 
TYPE OF DISPLAY (dramatic or simple} 
NUMBER OF PICTURES (30 to 120 a month) 
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(A division of Milton B. Conhaim, Inc.) 
101 Fifth Avenue 


i te i ii i i i i i a 


a le i 
wea 























Display 
Wo ld 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


q. DISPLAY WORLD 
be glad to supply 
tion about anything 
which 


tate letter. e 

you want on file, we'll find out for you. 
yourself of our vice facilities without cost 
or obligation. This service includes an analysis 
of any vy’ = 


oa Equipment 
Animated —_ 
Flowers 
Snow 


Colors 
Pens 
Boards 


Materials 


Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 





En 4 

roe and Tr 
Fixture 

Flags ont Banners 





cialties 
ats 


Fo 
Lithographed Displays 
Mannequins 
Metal Sheets 
amy A Heads 
Motion Displays 
Motion Mechanisms 
M 


0 rs 
Mouldings 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture D 
Papier Mache Specia oy 
Photographic Blowups 
Plaques (Window) 
Plastics 
Plywo: 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Show Card Colors 
Show Cards 
Show Case Lighting 
Show Cases 
Store Designing 
ocks— Window 
Store Equipment 
3igns—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 








Time Switches 
Turntables 
ae parma 
ve i 


Bde Do you plan to remodel your 
© Do you plan to ps a store soon? 


‘YY WOR 
DISPLAY, ¥ OHIO 





Display Manager 











DISPLAY WORLD 


MAY, 1951 


Market Week Plans Mature 


By JOHN F. BOWMAN, JR. 
Managing Director, National Association Of Display Industries 


LANNING for the annual Display 
P Market Week sponsored by the Na- 

tional Association of Display Industries 
fot July 8-12 was completed April 30 at a 
meeting held for the members of the Market 
Week Committee in Chicago. Final au- 
thorization for an evening of entertainment 
on Sunday, July 8, and a continuous program 
of entertainment for women delegates and 
guests was given. 

The program for Sunday evening has 
been set aside for a cocktail party presented 
by the members of the association for all 
display personnel registered for the Market 
Week. It will begin at 6:30 p. m. and con- 
tinue to 9:00 p.m. The Monte Carlo lounge 
and the Terrace Casino of the Morrison 
hotel will be used for the event. Attendance 
is _expected to be seven or eight hundred, 
with provisions made for all who wish to 
attend. 

The program for the women delegates 
and guests will begin on Monday morning, 
July 9. Both morning and afternoon events 
will be scheduied for each day through 
July 12. Style shows, tours of the city, 
radio and television broadcasts, luncheons 
and special events will be on the calendar 
for all who wish to participate. 

Present plans for other meetings call for 
the annual session of the board of directors 
to be held either Thursday, July 5, or Fri- 
day, July 6, with the annual meeting of the 
membership to be held on Saturday at noon, 
July 7 

The exhibits of the Market Week at the 
Morrison hotel will be open during the 
following hours: 

Sunday, July 8 12:00 noon to 6:00 p.m. 
Monday, July 9 9:30 a.m. to 7:00 p.m. 
Tuesday, July 10 9:30 a.m. to 7:00 p.m. 
Wednesday, July 11 9:30 a.m. to 9:30 p.m. 
Thursday, July 12 9:30 a.m. to 3:00 p.m. 

Space allocations to members exhibiting 
lines at the Market Week have been sent 
to more than 60 firms. Twenty-seven. are 
still to be assigned at this time. There are 
three applications for membership - still 
pending action by the board of directors. 

The entire fourth, fifth and sixth floors 
of the hotel have been assigned to members 
for the presentation of exhibits, plus about 
40 per cent of the space on the seventh 
floor. All the above is made up of sample 
In addition, 80 per cent of the space 
in the ballrooms and parlors have been 
assigned. Parlors E, F, G and the Walnut 
Room plus the Roosevelt Room on the sec- 
ond floor of the hotel are to be occupied. 
Parlors A, B, C and booths numbers 5, 8, 
9 and 12 on the first floor are assigned with 
the balance of the space in this area tenta- 
tively reserved pending confirmation. 

The following list covers all assignments 
made through May 2: 

Bulkley, Dunton & Co., Inc., 

427. 

Plastic Fabricators, Room No. 426. 

Fawnfield Decorations, Room No. 528. 

Frederic Weinberg, Parlor “B”. 


rooms. 


Room No. 


Botanical Dec. Supply Company, Room 
No. 526. 

Leo Prager, Inc., Room No. 651. 

The Garrison-Wagner Company, 
Nos. 628 thru 645. 

Earl W. Gasthoff Company, Walnut Room 
& Parlor “E”. 

Oltmanns, Room Nos. 522-524. 
Frankel Associates, Room Nos. 620-622. 
Columbia Display Material Company, 
Room Nos, 624-626. 
Scheuer Creations, Inc., 
The L. J. Charrot Company, 
530 thru 536, 

Decorative Novelty Company, Parlor “A”. 

Brunn & Bertheim, Room Nos. 432-434. 

Arkow-Lewis Associates, Room No. 439. 

Fitzgerald Display Company, Room Nos. 
764-7606. 

D. G. Williams, Inc., 
Suite 440. 

Everetts-Soper Company,  Inc., 
Nos. 722-724-726. 

Allied Display Materials, Inc., 
Room, 

Favrex Designs, Room No. 501. 

C. Barrango Company, Room No. 424. 

The Greneker Corporation, Room No. 451. 

Dave Starkman, Pending. 

Gardner Displays, Room No. 666. 

Grant & Sons, Inc., Room No. 749. 

S. Liebmann Studio, Room No. 662. 

A. Lutz, Room No. 745. 

Doerr and Associates, Booth No. 5. 

American Fixture & Mfg. Company, 
Booth Nos. 8 and 9. 

Madisonia Manikins, Inc., Room No. 450. 

L. A. Darling Company, Parlor “F”. 

Ben Walters, Inc., Room No. 447 

Colonial Decorative Display Co., Inc., 
Pending. 

New Style Studio, Room No. 612. 

Austen Display, Room No. 614. 

Bois Smith Studios, Room No. 701. 

The Reyburn Mfg. Company, Room Nos. 
768-769-771. 

William L. Baer Company, Room No. 449. 

Showcard Machine Company, Pending. 

Zaria, Pending. 

Castle Showcase Company, 

General Display Corporation, 
653. 

Decorative Plant Corporation, Parlor “C”. 

Shoe Form Co., Inc., Room No. 751. 

Radiant Glass Fibers Company, Room 
No. 449. 

Coy, Disbrow & Co., Inc., Room No. 731. 

Crystalline Plastics Company, Room No. 
610. 

Marrow Mfg. Corporation, Pending. 

General Display Studios, Room No. 729. 

The Morgan Company, Room No. 730. 

General Display Studios, Room No. 729. 

Nat Siegel, Inc., Pending. 

Messmore & Damon, Inc., Parlor “G”. 

Arrow Display Associates, Pending. 

R-Tex Company, Room No. 668. 

Associated Displays, Room No. 664. 

Lustra-Cite Industries, Inc., Room No. 601. 

Amplex Corporation, Room No. 647. 


Room 


Room No. 429. 
Room Nos. 


Room No, 436— 
Room 


Roosevelt 


Booth No. 12. 
Room No. 
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Maharam Fabric Corporation, Booth No. 7. 
Reynolds Printasign Corporation, Booth 
No. 11. 
Gustave Rubner, Inc., Room No. 672. 
Old King Cole Displays, Inc., Room No. 
649. 
Sherman Paper 
Room No. 720. 
Capital Merchandising Corporation, Pend- 
ing. 
Swivelier Co., Inc., Pending. 
Magnani Mannequins, Inc., Pending. 
Timely Service, Inc., Pending. 
Standard Cellulose & Novelty Company. 
Inc., Pending. 
Natural Creations, Inc., Pending. 
The Mutual Display Mfg. Company, 
Pending. 
Artistic Creations, Pending. 
Curtis-Dobkin Displays, Pending. 
Gordon Keith Originals, Pending. 
Definite space has not yet been assigned 
five major houses in Chicago nor to the 
three firms applying for membership in the 
association. The total indicated number 
of exhibitors is now 81 with between ten 
and fifteen more members still to make 
their requests. 


Products Corporation, 


Harold Martins Joins 
Ricci Laboratories 

Harold C. Martins, formerly display di- 
rector of Lentheric, New York City, has 
been appointed executive general manager 
of the Ricci Laboratories which will open 
in Miami in August. 

Martins sailed April 28 on the “Saturnia” 
with Dr. Nelda Ricci, president of the 
laboratories which will be devoted to the 
production of his biological creams for the 
cosmetic field, for two months in Rome. 
During that time he will analyze problems 
concerned with the international distribution 
of the Ricci products. Martins expects to 
make visual merchandising a primary part 
of Ricci selling. 


Terhune Resigns 
At Gimbel’s 

The resignation of Richard Terhune as 
interior display manager of Gimbel’s, New 
York City, has been made known by Luke 
Maletich, display director. He had been 
with the store for about a year, and prior 
to that time was with McCreery’s. No suc- 
cessor will be appointed, Terhune’s former 
duties being handled by other members of 
the department. 


McCandlish Awards 
Made Known 

A. R. McCandlish, president of the litho- 
graph corporation bearing his name, has 
announced the winners of the McCandlish 
arts awards for 1951. They are J. C. Dam- 
ron, New York City, $1,000; Wesley Love- 
man, New York City, $250, and Reynold 
Abbruzzi, Philadelphia, $100. Awards were 
made for suggested poster designs, with 
food products as the subject. 


Bermuda Trip 

For Lituchys 

Noel J. Lituchy, Noel Mfg. Company, 
Inc., New York City, and Mrs. Lituchy 
have returned from a short vacation in 
Bermuda. 
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CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. 


CHICAGO 6 ILLINOUTS 





BANT 


Or Eye-Arrestinae 


Displays... 


GIANT 
PRINTS 


(Photo Blow-ups) 


For attention-getting displays in win- 
dows, for exciting, atmosphere-creating 
backgrounds, you'll want RCS Giant 
Prints — beautiful, low-cost photo en- 
largements produced by craftsmen! 


Book with our compliments. List of 
low prices for all sizes included wit 


oe athe book! 


CHICAGO 6, 
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USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Columa Inch — CASH WITH ORDER 








51” MIAMI MAT 51” 


The every season all purpose 
Display Material. 
See it at your local jobber. 


Lane fabrics Cosine. 


45 East 30th Street, New York 16, N.Y. 
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No. Q 918-WH 


Full Round Light Wgt. Papier Mache Torso 
Form. Open or closed neck. For bathing 
suits, sportswear, etc. 
Krinkled Finish in White or Colors 
0.85 Ec. 
Patina Finish in Sun Tan or Colors 
4.20 Ec. 


QUENSELL DISPLAYS Inc. 


71-23 Austin: St. Forest Hills, N. Y. 


MITTEN'S 
LETTERS 


CHANGEABLE 
PINBACK 
SMOOTHBACK 
TRACK 
LETTERS 


MITTEN’S 
DISPLAY LETTERS 


est 46th St 
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LOS ANGELES SPRING 
[Continued from page 37] 


mannequin in a lingerie window done by 
Jim Stewart, display director of The May 
Company-Wilshire. She wore three tea- 
roses in her green hair, which was really 
preserved fern. Garlands of tea-rose chiffon 
were draped in the background and a pyra- 
mid of white bird cages suspended from the 
ceiling by white satin ribbon upheld a white 
scroll which read, “Our Paris imports have 
arrived.” Other roses decorated the cages. 

Perfume was featured in Luick’s corner 
window with one mannequin dressed in an 
evening gown, and a table set for two. A 
prop door, larger at the top and with a free 
form above it, made up the background. 
The spatterdash card read, “Faberge’s first 
new perfume in years... Act IV... pre- 
sented to complement the opulent fashions 
of today”. 

William C. Lambert, display director of 
Barker Brothers, used artificial hydrangeas 
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in an eighteenth century den display for 
the small homes studio. A mahogany 
secretary desk contained, behind its leaded- 
glass doors, books and china figurines in 
eighteenth century costumes. A brown and 
white striped wallpaper was used on the 
backwall. Framed hunting prints were on 
the plain sidewatls above a mahogany desk 
and a drop-leaf console table of the same 
wood. Two lamps, both lighted and spot- 
lighted, were used; one with a white silk 
shade was on the desk and the other on the 
console. 

The following displays are not illustrated: 

The slogan for another series of windows 
by Luick and his assistant, Ward Landram, 
was “Gray with a splash of yellow’. They 
showed gray fashions with yellow acces- 
sories and the props used were gray step- 


—Above, by M. D. Luick, The Broadway-Holly- 
wood ... Below, by William Lambert, Barker 
Brothers— 











MAY, 1951 


ladders with yellow paint spilled on them. 

“Navy blooms with blossom colors,” was 
the slogan for The Broadway-Hollywood 
series in which the branches of fruit blos- 
soms seemed to go right through the glass. 
Navy blue fashions were shown with pastel 
accessories, and in each window the slogan 
was changed to read, “Navy blooms with 
blossom-pink” or peach, and §o on. The 
frisky French poodles also appeared in this 
series. 

Display Director Robert Westlund of the 
Broadway - Pasadena showed “Celanese” 
briefs for men. They were in leopard-skin 
patterns of brown and beige, and also in 
black and white zebra-skin design. West- 
lund used for the background a paper that 
looked like snakeskin as appropriate for 
these “cavemen” briefs, but actually it 
was a flowered paper turned wrong-side 
out —the wrong side making a much more 
artistic effect. The large card said, “As 
a matter of Fashion it’s Caveman Celanese 
briefs by Cooper”. 


WORKING WITH STYROFOAM 
[Continued from page 27] 


is workable with the utmost ease. “Tim- 
bers” may be ripped on the table saw or 
swing saw, and great stacks of sheet stock 
can be worked like butter on the bandsaw, 
especially with the comparatively new “non- 
directional spiral blade”. A traveling bed 
can be built to mill the logs, passing them 
by a rebuilt bandsaw with 36-inch exposed 
blade, as in the photograph. A light duty 
bandsaw will do, with the wheels remounted 
so that a longer sized blade can be used 
to give the dimension necessary. Because of 
the lightness of the log, the carriage can 
travel on inexpensive roller skate wheels as 
bearings, on angle iron tracks. 

For slicing thin sheets from timbers, a 
wide blade is used and a guide is clamped 
to the table as indicated in Fig. l-a. Styro- 
foam may be cut with the crosscut saw, 
keyhole saw, mat knife, rasp, wire brush, 
hole saw in electric drill, portable belt 
sander, and with a hacksaw blade having 
2 inches wrapped in masking tape for a 
handle. A light flexible shaft with an as- 
sortment of small wire wheels makes a pre- 
liminary sculpturing tool, or a hand wire 
brush may be used for a similar purpose. 
Each tool has its own most convenient use. 
Styrofoam does not offer enough resistance 
for clean cuts with large drills, or with 
chisels or plane. The power joiner makes 
a quick conversion into a “snow” grinding 
machine by first cleaning out its sawdust 
compartment. Even a table fork can be 
used to rib the sides of miniature cactus 
trunks. 

Heat fabrication tools have been worked 
out to duplicate many of the above tasks, 
and to perform still more. A _ single hot 
resistance wire with guide will rip a thin 
slice from a timber, though with less speed 
and accuracy than does the blade of a band 
saw. The unit, however, is indispensable 
for many tasks. It should have some pro- 
vision built into it for automatically taking 
up the slack as the wire heats and expands. 
The temperature of the wire should be kept 
just under the red heat (see Fig. 2-a for 
construction details). 

As power source a 


low voltage trans- 
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THE “SIGNPRESS” $332. 

POSTER MACHINE 

FEATURING: SPEED . . . SIMPLICITY . .. LOW OPERATING COST 
... LONG LIFE 


Used for over seventeen years by leading national chains. Many have from 50 to 500 or more in use. 
NJADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 











DISPLAY EQUIPMENT CO. 


BOX 9-144 


ADRIAN, MICH. 
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The GoldE Rotochrome creates in- 
terest, attracts attention, gives every 
display colorful life. Remember, 
moving color moves merchandise! 


6 continuous color changes--totally 
* enclosed — absolutely safe — pone 


- Ideal for store windows, 
displays, exhibits, shops, 


hotel lobbies, etc. 
old? Rotochrome 
SPOTLIGHT, 


° 
Lignt PF 


GeldE Manufacturing Ce., 1222-4 West Medison St., Chicage 7, lil. 
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QUALITY IS REMEMBERED LONG AFTER PR 


PLAN va: xa» ison EARLY 


Within a short time, Bulkton'’s 1951 Fall & Xmas 
Sample Book, including many NEW distinctive Display 
and Gift Wrap papers, will be ready for distribution. 
To assure prompt delivery, we suggest you reserve 
your Sample Book now! No obligation of coursel 


Just attach this ad to 
your letterhead 
—Figure |. Cutting styrofoam sheets. (a) 


and mail to Bandsaw with guide block and table extension. 
(b) Bandsaw built into table, with fence and 
adjustable gap between blade and table— 











former is best, one rated at from 200 to 400 
watts. Transformers are available with 
outlets of 4, 8, 16 and 24 volts. With this 
range various lengths of wire can be heated 
to dull red temperature. If a single voltage 


NEW HANGING DISPLAYERS ||"). Syria tae 
Collapsible for Easy Storage suitable. 


A multiple hot wire unit will in one motion 


make a dozen G’s or H’s %-inch thick out of 
a single one previously cut in 6-inch stock 
on the single hot wire or bandsaw; less, 
of course, the small amount of styrofoam 
evaporated on contact with the wires. Con- 
struction is similar to the single hot wire 
unit, but voltage will necessarily be higher 
with the longer length of resistance wire 
(Fig. 2-b). 
. Another heat fabrication method is cut- 
ALL YEAR ROUND ting with a shaped flat_wire or ar 
DISPLAYER Tempered clock spring is used, 34-inch 
wide; an electric welding machine makes an 


Available in White or Colors ideal adjustable source of power for the 
heavier current needed for the large flat 
Assemble One, Two, Three, or More wire (Fig. 2-c). After use the flat spring 


HSD-i Single unit, overall height 21", shelves 10" x 14", spaced loses some of its temper and becomes rath 
12" apart tractable, but still retains enough of its 


7. , 
XHSD Additional units, each 37-36 strength not to warp on pulling through 


I, et Cf 9 STOBBER Figure 2. Heat fabrication of styrofoam. (a) 

—Figure 2. Heat fabrication of styrofoam. (a 
. arey . onen oO. OR WRITE US Hot wire cutter. (b) Multiple wire cutter. (c) 
5219 CENTRE AVENUE e PITTSBURGH 32, PA. Flat wire scoop. (d) Multiple dowel faoricator 






































... from a reliable manufacturing source 
at prices that are below the December 1950 


level on some numbers! 
WRITE FOR PRICES AND PARTICULARS 











A NORFOLK #ST., 


NEW YORK 2, N. Y. 
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—Figure 3. Special hot wire and bandsaw 
tools. (a) Bending sheet styrofoam or acetate 
with straight edges above warming wire in 
groove. b) Burning grooves in unflattened 
sheet for bending. fe) Circle or cylinder cut- 
ting attachment for bandsaw. (d) Nested half- 
cylinder cutter of clock spring— 


the styrofoam if it has not been heated above 
dull red. 

In use the flat wire can be given the out- 
line, for example, of a half-egg or a half- 
pear. Two half-round shapes can be scooped 
from a flat timber stock, afterwards being 
glued together for full round results. For 
greater economy the hot wire scoop is reset 
and the centers of the half-rounds removed 
before they are glued together. 

An extrusion effect for styrofoam dowel- 
ing and canes and cattails is obtained by 
forcing a board of styrofoam through an 
electric grating of welded flat wire semi- 
circles (Fig. 2-d). For bending the canes, 
it is necessary that the dowel can be heated 
for some time so that the center of the stock 
will tend to bend as readily as the surface. 
The critical temperature is from 300 to 375 
degrees. Although the temperature of boil- 
ing water is only 212 degrees, it is possible 
to hand form dowels satisfactorily after a 


—Figure 4. Accessories. (a) Hot wire sculp- 
turing or welding tools. (b) Heat curling of 
flattened sheet over metal surfaced hot plate. 
(c) Welded wire template for spray painting of 
leaf stock. (d) Edge welding two pear half- 
shells, with edge welding tool. Alternately, the 
two half-shells can be touched to the metal 
surfaces of the hot plate and then forced to- 
gether— 
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Mr. Jobber! 


Come and See Us . 
DURING MARKET WEEK 


at Our Show Room 


(Next door to the Morrison Hotel) 


Show Room Open Sunday, July 8th 


Again you will find that "KAYTEE” shows you FABRICS and NOVELTIES 
which are outstanding. 


Sa Ee oe 


133 West 25th Street New York 1, New York 


THE ONLY DISPLAY FABRIC HOUSE 
CATERING TO JOBBERS ONLY 











Famous for its versatility, economy and 
effectiveness, Corrodek is recognized as 


America's Outstanding 


DISPLAY MATERIAL 


Outstanding, vivid colors, highlighted flutes, 
no score marks and uniform texture make it 
an effective, compelling traffic-stopper. 


Experienced display men consistently 
choose Corrodek for better backgrounds, 
pedestals, plateaus and structural effects. 


ASK FOR SAMPLE SWATCH BOOKS INCLUDING 


NU-CURVE 


THE JUMBO SIZE FLUTE 


Sherman 


PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS 64, MASS. 


NEW YORK CHICAGO LOS ANGELES ATLANTA 











92 





perforated- 
shardboard 


The Versatile Display Panelboard 
with Universal Wire Fixture 


¥%" thick tempered hardboard. Perfora- 
tions 3/16" dia. 1" and 1%" hole spacings 
available. Furnished in 36" x 48" panels 


only. 
PER PANEL — 36''x48"'—on 


orders of six or more pan- 
$ 95 els. Less than six panels, 
$4.25 each F.O.B. Chicago 
Prices include crating. 
Specify hole spacing desired—'/,"' on center or 
' on center. Panels of both spacings may be 


combined to make up order for six or more at 
the $3.95 price. 


Universal Wire Fixture, 6" and 
8" lengths ............40¢ ea. 


LADON COMPANY 


730 S. Wabash Ave. Chicago 5, Ill. 














FALL COMES TO 
HAMBERGER’S 


The newest in ideas for 
fall, along with realistic 
prices have come to the 
Hamberger showrooms for 


your inspection. 


This presentation of arti- 
ficial flowers and display 
decorations will thrill you 
and help many of your 
ideas become reality. 


Make it a must to see this 
exciting new line on your 
very next trip to New York 
City. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST, NEW YORK CITY | 
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few minutes immersion in boiling water. 
Later ribbon stripes are wound on the canes. 

Angles can be bent in sheet stock in a 
manner similar to sheet acetate bending; 
heat is first applied along the line to be 
bent, and two straight-edges are used to 
accomplish the fold (Fig. 3-a). Care must 
be taken to observe the combination of time 
and temperature which will permit the 
styrofoam to yield without burning evapora- 
tion holes in it. 

Hollow cylinders of styrofoam can_ be 
prepared by four different methods, which 
will serve to illustrate the variety of ways 
a result can be reached in this medium. 
By the first method a flat sheet is bent into 
a cylinder, and by the others hollow nested 
cylinders are prepared from a solid cylinder 
or flat timber. 

For bending the sheet stock, an asbestos 
covered board is prepared with a series of 
nichrome wires stretched across it. At 
melting temperature the sheet is pressed 
on the board until each wire evaporates 
its trough of styrofoam, after which the 
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sheet’ is moved along to the next position 
(Fig. 3-b). When a half-inch sheet is scored 
every 3¢ of an inch or so along its length 
by this method, it will bend easily into a 
cylinder. The edge is secured by welding 
with another hot wire, or by liquid gluing 
(discussed later). 

Methods two and three start with a solid 
cylinder, which may be prepared from a 
square section by use of a circle cutting 
attachment for the bandsaw or hot wire. This 
is merely two nails for bearing points set 
in adjustable arms mounted on the bandsaw 
or hot wire frame (Fig. 3-c). 

With the solid cylinder in hand, the next 
step is to mount a guide parallel with the 
blade or hot wire, spaced %-inch from it. 
The blade or wire is then allowed to cut 
into the cylinder at an angle, and the 
cylinder is rotated against the stop until 
the circuit is made. The half-inch shell 
is then removed and the cut where the blade 
was introduced glued up or welded by the 
same hot wire. In welding, pressure is 
applied as the hot wire is run through. 


\ 
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He BECAME DISPLAY 
DIRECTOR IN 1940 
AND IN 1942 TOOK 
OVER THE DUTIES OF 
PLANT SUPERINTENDENT 
IN CHARGE OF 
MAINTENANCE AND 
STORE PLANNING. 


His work, AN OLD 
HOUSE AND FOUR 
CHILDREN HAVE LEFT 
HIM LITTLE TIME FOR 
ACTIVE SPORTS, BUT 

AS A HOBBY HE COLLECTS 
ANTIQUES, PARTICULARLY 
CLOCKS, FIREARMS & PRINTS 





GAVE UP FREE-LANCE COMMERCIAL 
ART BECAUSE OF HIS FONDNESS FOR 
EATING REGULARLY AND JOINED 
STEVENS IN 1931. 
ENTERED THE STORE'S DISPLAY 
DEPARTMENT UNDER THE LATE 
JOHN POLLARI. 


LOTT 


divecter 
CHAS. A. eusaea’ & CO., CHICAGO, ILLINOIS 


IN 1932 HE 
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With a heated probe the unheated resist- 
ance wire can be introduced through the 
solid cylinder so that a shell can be cut 
without regluing. In this connection a rule 
applies which is true of all hot wire work: 
Motion must proceed at an even pace, be- 
cause when the wire hesitatts, the heat will 
reach and evaporate more of the styrofoam 
at that point than when it is traveling more 
rapidly. 

The fourth method is perhaps the most 
efficient for large scale production. A tool 
is prepared (Fig. 3-d) which will strip nested 
half-cylinder shells off the side of a timber, 
which halves are edge welded together in 
pairs to form hollow cylinders. This spares 
the preparation of a preliminary solid 
cylinder to begin with, but makes assembly 
necessary. 

Metal surfaced hot plates are convenient 
accessories to have for at least three pur- 
poses: For heating “cookie cutter” tools, 
for edge welding, and for heat-curling of 
the flattened sheet, a process described 
later. The cookie-cutter outlines are bent 
from flat wire package binding, and oak 
handles are attached. However, unless the 
outline is complicated it is quite as con- 
venient to use the hot wire cutter and a 
stack of sheet stock. The loss in single 
cutting speed is made up for by the fact 
that more than one can be cut at once. 
Favorite method of all for such work is 
the outlining first in a thick slab with the 
single hot wire, as in the photograph, and 
then simply turning the removed stock on its 
side and sliding it through the multiple hot 
wire unit which acts as a bread slicer. 

Hand sculpturing and welding tools are 
prepared with short lengths of nichrome 
wire secured to oak handles (Fig. 4-a). A 
twin lead wire supplies current from a 4 to 
6 volt outlet on the transformer or from the 
transformer and resistance. After the wire 
on the tool is heated once it can bent into 
various shapes while cool, for various types 
of cut; or several tools can be prepared for 
inside and outside cuts. For welds, the 
two pieces of styrofoam, slightly oversize, 
are held in contact and the hot wire of the 
tool is slid along the surfaces in contact. On 
the whole, for sculpturing the cold tools 
are easier with the notable exception that it 
is very convenient to weld on _ protruber- 
ances such as ears, noses, limbs, or to cor- 
rect where too much has been taken off. It 
is more secure and convenient to weld than 
to glue. 

The surface resulting from a hot wire 
cut is harder and not quite as porous as 
compared to one resulting from a_ saw, 
knife or wire brush cut. For most results 
the difference is not critical. To harden and 
smooth a surface the flame of a blowtorch 
can be passed rapidly across the surface 
without igniting the styrofoam. 

Hot cast metal dies are not practical 
with styrofoam, since they cause lumps 
of polystyrene from the melting styrofoam. 
Injection moulding with steam and com- 
pressed air of the liquid polystyrene is prac- 
tical for those who work out the patent ar- 
rangements with Dow Chemical Company of 
Midland, Mich. Heat embossing and cold 
die embossing are quite practical, the latter 
with rubber positives mounted on wood 
blocks in a press, much like linoleum block 
work, 


[Continued on page 100] 
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DISPLAY 


requires good planning and good props to do 
its best job. 


You can always get good ideas when you 
visit our large showrooms featuring display 
units in 


wood 


plaster 
papier mache 


Victor Haida Displays, Inc. 


149 WEST 24th STREET e@ NEW YORK CITY I1 








Display with Distinction 


with EATON “Velvety”* GRASS MATS 


Your products demand distinctive backgrounds for eye-appeal and buy-appeal. Eaton 
"Velvety"* Grass Mats are giving that smooth, smart, natural setting to thousands of display 
windows in every area, every climate. 


Order TODAY From Your Jobber! 
*Trade Mark Registered 


EATON BROTHERS CORPORATION 


HAMBURG, NEW YORK 














USE THE 


Opportunity Exchange 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 


NEW STYLE WIGS 


With Adjustable Rubber Foundations 
For particulars write: 
ACTION FORM CORP. 
NEW ADDRESS: 25 E. 27th St., New York City 16 
MUrray Hill 3-8775-6 




















Demand the Oldest Name 


in oy Turntables! 


Doto-Sho 


ELECTRIC btn 


Your assurance of top performance, ROTO- 
SHO Electric Turntables are used by mer- 
chants throughout the world for wounlo-tece 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available . . 
Build-up fixtures too. 


MOTION © 


Two-way electric outlet permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


See your local jobber, or write us for complete 
cotalog of ROTO-PRODUCTS! 
GENERAL DIE & STAMPING COMPANY 
integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 


MODEL 
"712" for 
LIGHTED 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 











IT'S A DATE! 


«OP 
es 
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LEE WALLER 


OUR SUITE 


Hotel Statler — New York City, June 11-12-13 


AFTER 6:00 P. M. 

During N.R.D.G.A. Mid-Season Convention of 
Visual Merchandising, Sales Promotion, & 
Merchandising Divisions. 

BLISS DISPLAY CORPORATION 


460 West 34th Street, New York 1, 











CHROME METAL 
MOLDINGS and FRAMES 


for every display and 
decorative need 
199 popular designs — durable, 
non-tarnishing. 
Write for style folder. 
Jobber inquiries invited. 


IRVING BERLIN & CO. 
719 Eighth Avenue 


@ New York 19, N. Y. 
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DISPLAY WORLD 


is INTERIOR DISPLAYS 


[Continued from page 31] 

manager, Walter Hazeltine, established an 
extensive beach shop early in April. Utilizing 
a great many nautical props, the New York 
store’s shop was executed in a riot of bright 
embellished with the the 
merchandise itself. In one the 
shop, fishermen’s netting was used overhead, 
while a false ceiling of latticework was built 
in another section. Deep-stained upright 
supports for the lattice ceiling were made 
of wooden beams. Some of the walls were 
painted with beach and outdoor 
Heavy white nautical ropes tied in intricate 
sailors’ knots and accentuated with a large 
white-painted pulley were suspended be- 
tween the wooden beams. 

Knick-knacks can create either a 
display or a carnival of color and excite- 
ment. At Hochschild, Kohn & Co., Balti- 
more, the latter effect has been achieved by 
Joseph Blain. We don’t care to count them, 
but there hundreds of knick-knacks in 


colors, colors of 


section of 


scenes. 


messy 


are 
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the shop illustrated in the sixth photograph. 
They're shown in an alternating case-shelf 
setup against the wall and on highly polished 
two-shelf tables. They're spread around 
hither and yon, illuminated with overhead 
lights in bright lamp shades, and set atop 
the contrast of fine, stained wood storage 
units. 

There's no mistaking that “It’s Spring 
Again” at Ohrbach’s (Los Angeles) where 
William Meissner’s display department con- 
structed units of toadstools and little elves 
who carried the hand-lettered theme sign. 
Working with papier mache, Meissner 
brought the great and wonderful outdoors 
right into the city store. To supplement this 
forest setting, a few plushy lambs and bun- 
nies from the toy department 
frolicked about under the toadstools. 

A bridal procession moved gracetully down 


borrowed 


—Above, by Jerry Duchin, Packard's, Hacken- 
sack, N. J... . Below, by Tom Flores, W. & 
J. Sloane Company, Beverly Hills, Calif.— 
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the fashion floor at The May Company- 
Crenshaw, Los Angeles, under the watch- 
ful eye of display director R. E. Rough. 
Two long and narrow platforms, with fluo- 
rescent lights in the base to achieve dramatic 
lighting effect, show the bride, her mother, 
and maid of honor under arches of little 
white branches decorated with white ribbons 
and paper bells. White ribbon is arranged 
around the base of the platform to heighten 
the luxury effect of a May Company wed- 
ding. 

Just a few miles from New York's George 
Washington bridge, in Hackensack, N. J., 
there's a store whose building started out 
as a warehouse with a railroad siding, and 
is quickly becoming one of the metropolitan 
area's most dynamic retail establishments. 
Packard's recently opened a second floor 
of fashions and bounced into the fashion 
consciousness of the community with well- 
arranged departments featuring a wide 
variety of merchandise. The photograph 
shows the aisle fronting the ready-to-wear 
section, with bold, blonde wood, V-shaped 
rack units running the length of the aisle. 
A heavy pane of glass rests on top of each 
unit to protect stock, which is shown on 
sparkling chrome rods. On a low platform 
in front of each rack unit a mannequin 
is shown in a pose that invites shoppers to 
look further. The net effect achieved by 
Packard’s sales promotion manager, Jerry 
Duchin, is to invest the long aisle with real 
personality and friendliness and fashion 
show atmosphere. 

National Carpet Week was observed by 
W. & J. Sloane, Beverly Hills, Calif., with 
a dramatic wall display as pictured. A 
large carpet was hung on the wall, dotted 
with swatches of various patterns and 
bordered with a length of material matching 
the upholstery of the chair in the foreground. 
The prop in the front area was supplied by 
the factory, and tied in superbly with the 
large cut-out illustration of loom work 
in a three-dimensional effect. Six bolts 
of carpeting were set on a displayer at the 
right to complete this impressive carpeting 
promotion which was prepared by Display 
Director Tom Flores. 


Detroit Display Club 
Has Meeting 

The April meeting of the Detroit 
play Club featured two speakers. Bernie 
Hudson, People’s Outfitting Company, spoke 
on planning retail window and interior dis- 
plays, and Rudy Speerschneider, president, 
Display & Exhibit Specialties Company, dis- 
cussed the basic principles of display con- 
struction and color design. Club members 
were shown the approved designs for use in 
connection with Detroit's 250th anniversary 
celebration. 


Frykman Is Promoted 
At Dayton Company 

The appointment of James Frykman as 
assistant manager of window and _ interior 
display has been made known by The Day- 
ton Company, Minneapolis. He has been 
a member of the display staff for eight 
years, with the exception of a short period 
with G. Fox & Co., Hartford, as interior 
display manager. 
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PATENT PANELS 


SCREENS and 
BACKGROUNDS 
Pied 


MR. DISPLAY MAN... 
Throw the Tools Away! 


Just clip PATENT PANELS together 


with a sna 
no nuts an 


of your wrist — no tools, 
bolts! Yes, clip ‘em together 


—as many as you wish—take ‘em apart 
in a jiffy! Shift ‘em around, change your 
display from week-to-week ... day-to-day! 


Patent Panels always look different! They 
won't wear out! They're tough, they're 

rmanent, they're beautiful — the bese 
uy you ever saw. Use ‘em—you'll say, 
“How did I ever get along without ‘em?'’ 


BACKGROUNDS @ 


SCREENS > 


CONSTRUCTION: Fine, pine milled wood nosing; SCREEN surface: per- 
forated, 4” tempered Masonite; BACKGROUND surface to order. 


SIZES: SCREENS double-sided, 4’ to 6 high; 18” to 36” wide. 


BACKGROUNDS made to order. 


For free, descriptive folder — 


LAS Patent Panels Division of Wisconsin Studios, 


WISCONSIN 


822 NORTH 5TH STREET © MILWAUKEE 3 


THE SECRET! 


An ingenious Patent 
Clip, easily inserted 
and removed by hand, 
locks Patent Ponels to- 
gether firmly... 





WOOD 

LETTERS 
Mabaaa| | 

wood lelter co. 


6 
151 W. 18TH STREET (Bet. 6th & 7th Aves.) 
NEW YORK 11, N. Y. 





Lec THERMOSTATIC 
FLASHERS 


3055 RIVER ROAD 
RIVER GROVE. ILLINOIS 
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EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 
Tremendous Varieties in Stock 
MILTON S. AHRENS, INC. 

Importers — Mf, 


. — E. 
56 W. 36TH ST. NEW YORK 18, N. Y 











51” MIAMI MAT 51” 


Sunfast, washoble, as new as 
tomorrow. 
See it at your local jobber. 


45 East 30th Street, New York 16, N.Y. 





‘SUPERB FORMS 


Made by 


The W. H. Window Display 
Form Co. 


119-121 AVE. D NEW YORK CITY 9 














USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD : 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch CASH WITH ORDER 











HOOP DE Hoop your bottom — with sen- 
sational buckram skirts. For 
House Dresses, and Peasant Skirts, only $3.00 ea. Wom- 
en Swim Suits Torso—$!!1.50 ea., colors—Reg. $15.00. 
Men's Torso—$17.50 ea. Men's Sport Shirt Bust Forms 
$3.90 ea.—Reg. $4.75. 
Everything in Window Display Fixtures 


Artists-Model Mannequin 


5606 Church Ave. HY 8-7911 Brooklyn 3, N. Y. 
Credit to rated accounts. Unrated C.O. D. 











Because they 


Ask for "MASK" 


THERE'S READY BUSINESS 
WAITING FOR SUPPLIERS 
TO FILL 


More dealers and suppliers are urgently 
needed to take care of orders and in- 
quiries we are receiving direct from users 
of Mask Products. Ask for the Mask line! 


FOR DISPLAY MEN, ARTISTS, 
ADVERTISERS 


These time-savers, technique improvers 
and economizers are a MUST in your work! 
NO-RINKL 

The fluid which after adding to showcard 
or water-soluble colors prevents even the 
thinnest of papers from wrinkling. Makes 
colors flow better, too. 


STRIP 


Brushed or sprayed 
on any medium this 
liquid frisket for air- 
brush work is the 
quick, clean way to 
best results. 


FLUID-TAPE 


The fluid adhesive 
that always stays 
tacky. Ideal for 
mounting. 

ALSO other adhesives 
and photo print im- 
provers. 


MASK PRODUCTS, Inc. 


3143 W. 33RD ST., CLEVELAND, OHIO 


a mokes thinnest 











IT'S A DATE! 


AL BLISS 
OUR SUITE 
Hotel Statler — New York City, June 11-12-13 


AFTER 6:00 P. M. 
During N. R. D. G. A. Mid-Season Convention of 
Visual Merchandising, Sales Promotion, & 
Merchandising Divisions. 


BLISS DISPLAY CORPORATION 


460 West 34th Street, New York 1, N. Y. 
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REPRESENTATIVES WANTED 
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DISPLAY WORLD 


ISPLAY WORLD '’s International Dis- 
play Contest for 1951 passed the one- 


third mark with the end of April. 





| 


\s of that time a total of 868 entries in the 
contest had been received from every state 
in the nation, and a round dozen foreign 
countries. 

\s is the custom each month, a gold medal 
has been awarded for the best display entry 
submitted during April. It goes to Harold 
McLaren, display director, The Bon Marche, 
Seattle, for the window pictured here. Re- 
plete with the atmosphere of spring, the 
display featured a wire mesh balloon gaily 
decked out in flowers and bearing a gondola 
n which a mannequin was seated. Wood 


| chips in appropriate colors covered the floor 


in an irregular pattern. Note how the for- 
sprays incline toward the central 
figure to draw the eye of the passerby. 
McLaren the winner of DISPLAY 
WORLD’'s grand prize, a gold plaque, in 
the similar contest held during the year 1950. 
Others to be awarded gold medals during 
the current year are as follows: Clement 
| Bradley, Carson Pirie Scott & Co., Chicago 
(January); E. L. Vollmer, Joseph Horne 
| Company, Pittsburgh (February), and Rus- 
| sell C. Kehrt, Jenny’s, Cincinnati (March). 
| Elsewhere in this issue appears a page 
advertisement describing the contest in com- 
plete detail and listing the 98 various mer- 
chandise and service classifications in which 
displays may be entered. 
Entry is by black and white photograph, 


sythia 


was 


—Winner of the April gold medal award is 
the display pictured above, by Harold Mc- 
Laren, The Bon Marche, Seattle . . . Right, 
a photographic study by John Malloy, of a 
wire figure on the desk of Richard Kester, 
Herpolsheimer's, Grand Rapids; the figure 
holds a silver medal awarded Kester in the 
1950 contest— 





April Contest 
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Results 


unmounted, and preferably 8 by 10 inches 
in size. Entries may be made at any time 
during the year, but only those received 
during a current month will be eligible for 
the gold medal awarded monthly. Such 
awards have no bearing on the final judging 
which will take place immediately after 
the contest ends on December 15. 

Final judging will be done by 
authorities to be announced later. Three 
awards will be made in each of the 98 
classifications, and gold, silver and bronze 
medals will be awarded for those selected 
in each group. With the gold medal goes 
three points, two with the silver, and one 
for the bronze medal. The person receiving 
the greatest total number of points will be 
awarded the grand prize consisting of a gold 
plaque suitably inscribed. Runner-up will 
receive a silver plaque, and the person plac- 
ing third will receive one of bronze. 

There is no limit to the number of entries 
any displayman may make, and there are 


display 
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no restrictions as to who may enter. Any 
displayman or any firm using display is 
eligible. It is not necessary to be a sub- 
scriber to DISPLAY WORLD. 

The entire contest is sponsored by this 
publication in an attempt to reward display- 
men with some tangible evidence of their 
ability, to encourage better display, and to 
stimulate interest in display on the part of 
store management. 

An amusing sidelight on the contest is 
shown in the small photograph accompanying 
this article. Richard Kester, display direc- 
tor for Herpolsheimer’s, Grand Rapids, upon 
receiving a silver medal in the 1950 event, 
posed a small wire figure on his desk with 
the medal in the figure’s hand. John Mal- 
loy, photographer, was intrigued with the 
arrangement as a subject for some humor- 
ous photographic studies —one of which is 
pictured. 


New Counter Display 
Uses "Two-Way" View 


Zipprodt’s, Inc., Chicago, has produced 
for Curity products an unusual counter 
display making use of a “two-way” view. A 
specially prepared acetate material mirrors 
the shopper while a light behind the dis- 
play is off. When the light turns on auto- 
matically the same space shows a full-color 
first aid picture taken from the firm’s na- 
tional advertising. 


Program Being Arranged 
For British Convention 


Plans for the national display convention 
organized by Display Design & Presenta- 
tion, London, to be held October 15-19 have 
been making progress. Arrangements for the 
show are nearing completion and the pro- 
gram for the convention sessions is begin- 
ning to take shape. 

The opening function of these two events, 
at which Sir Miles Thomas will preside, 
takes place at the Central Hall, Westmin- 
ster, on October 15 when associations of 
displaymen, designers, display producers, 
and equipment suppliers will be represented. 
The principal social function will be a dis- 
play dinner and dance organized by the 
British Display Association, to be held at 
the Mayfair hotel. 

Business sessions of the convention will 
be divided into periods for window and gen- 
eral retail display, advertising display, dis- 
play production, screen process printing, 
exhibition display, and store planning. There 
will be an evening session on display light- 
ing. 

Store management will be represented and 
in addition to a group of speakers from 
Great Britain others are expected to include 
several display personalities from abroad. 
Swiss and French displaymen will attend 
and it is hoped that Sweden, Denmark and 
other countries will be represented. Details 
of speakers and the programs will be an- 
nounced later. 

Most of the exhibit space has been con- 
tracted for at the present time. Thirty- 
five firms and associations representing 
various aspects of display are expected to 
exhibit. 





Helps Sell 
More 


@ GLOVES 
@ HOSIERY 


UNBREAKABLE, LIFE-LIKE 


PLASTIC HANDS 


WITH MOVABLE THUMBS 
Ready for you NOW 


Nothing like Handiform's Plastic Hand has 
ever been produced before! And yet at such 
low prices! 
Available at your favorite jobber or 
WRITE — WIRE — PHONE 
Jobber Inquiries Invited 


@ Natural fleshtone biends with any color scheme 
. . . handpainted fingernails . . . perfectly-formed 


@ Flesh-like color is in the plastic . . . no painted : Now being used by some of 
surface to chip or peel. ‘ k 
-@ Smooth plastic . . . cannot snag the sheerest | the largest and best-known 


glove or stocking. e 
@ Gracefully curved fingers . . . with a MOVABLE Department and Chain stores 
THUMB. 


in the country. Names fur- 
@ Sturdy, durable construction . . . unbreakable. i 
@ Flange base for standing . . . bored base for nished on request. 

use on display trees. e 


ORDER NOW FOR YOUR 
SUMMER AND FALL 
SEASON 


LO 3-2068 
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Unique PLASTIC PLANTS 


These beautiful plastic plants are constructed of a 
unique material thot is fire-proof, impervious to 
acids, solvents, greases, and unaffected by tempera- 
ture change. THE PLANTS ARE WASHABLE AND 
DURABLE and can be cleaned and stored for reuse. 
The plants may be used for both window and in- 
terior display, both individually or in complete 
settings. 

Shown is the large and small Caladium, two of the 
more than 60 plants and flowers comprising the 
complete line which includes a variety for every 
season. Photographs and complete prices are avail- 
able on request. 

JOBBER AND DISTRIBUTOR INQUIRIES INVITED 


817 ELLISON AVENUE 


Plastic Reproductions cicwnan x. onic 
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IT'S A DATE! 


$ID DIAMOND 


OUR SUITE 


Hotel Statler — New York City, June 11-12-13 


AFTER 6:00 P.M. 

During N. R. D. G. A. Mid-Season Convention of 
Visual Merchandising, Sales Promotion, & 
Merchandising Divisions. 

BLISS DISPLAY CORPORATION 


460 West 34th Street, New York 1, N. 














Elastic Petal Top Wigs 


(Trade Mark) 


Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 
fit. Guaranteed workmanship, backed by years 
of experience. Efficient service. Sold only 
through jobbers. 

Jobbers: Several good territories 

still open. Write for details. 


NU-SHOW DISPLAYS, INC. 


Sixth Ave., BArclay 7-8974, New York City 


| beautiful gift by 








| photograph 








LIBERAL ALLOWANCE 
For Your Old Mannequins 


Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 
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Chicago Club Sponsors 
Display Queen Contest 

Inaugurated several months ago by the 
Chicago Display Club, a contest is currently 
in progress to select a Display Queen to 
reign during the annual Display Market 
Week, to be held at the Hotel Morrison, 
Chicago, July 8-12 under the sponsorship 
of the National Association of Display 
Industries. A total of 14 candidates has 


| been entered in the contest which is limited 


to those engaged in display work or who 
are employed by display firms. 

Each girl nominated is presented with a 
Lucien LeLong Company. 
The grand prize is a trip to New York City 
with all expenses paid for the winner and 
a companion chaperon. — Final 
will be made on the Sunday before Display 
Market Week 

Co-chairmen of the 
Considine, Lucien LeLong 
R. O. Johnson, Commonwealth-Edison Com- 
pany. 

The following contestants appear in the 
above, reading from left to 
Carder, Carder Display: 
Schack’s, Inc.; Patricia 
Havens, W. Gilmore & Sons; Duanne Gallis- 
tel, Three Sisters; Wandee McKinlay, Wei- 
boldt’s (Evanston); Helga Hiller, Schack’s, 


selections 


opens. 
contest are Rudy 
Company, and 


right: Francine 


Jetty J. Kukla, 
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Inc.; Mae Olsen, Weiboldt’s (Evanston) ; 
Marie A. Schneemann, Schack’s, Inc.; Aimee 
Silvertti, Schack’s, Inc. Other entrants in- 
clude Alice D. Schiesser, Nesbit Industries ; 
Patricia McNally and Grace Palmeri, ABC 
Display, and Shirley Bratcher, Botanical 
Decorative Supply Company. 
Daughter Born 
To Suttons 

C. O. Sutton, display manager 
& Kirk, Amarillo, Texas, and Mrs. Sutton 
announce the birth of a daughter on April 
13 at St. Anthony's hospital. She has been 
named Janice Gail. 


for White 


Action Form Corporation 
At New Address 


Action Form Corporation, manufacturer 
of mannequins, forms and wigs, has moved 
from 265 West 17th street, New York City, 
to attractive new quarters at 25 East 27th 
street. 


Cuban Vacation 
For Houswood 

John 
\dams, 
returned from a ten-day 
Havana. 


Houswood, display director of 
Meldrum & Anderson, Buffalo, has 
vacation spent in 





—Perforated hardboard is used as a decorative element in this display by Ed W. Ruhimann, 


Werner-Hilton, 


Inc., St. Lovis— 
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Paul Lupo presided at a meeting of the 
Southern California Display Mens Asso- 
ciation, held at the Paulais cafe. Draping 
of live models was undertaken by several 
of the displaymen as part of the evening’s 
entertainment. Officers of the group were: 
Paul Lupo, president; John E. Cooke, secre- 
tary, and George FE. Janes, treasurer. 

T. M. B. Hicks, Jr., display manager of 
Wm. Filene Sons Company, Boston, re- 
signed in order to become head of Asia 
Sales Company. He was succeeded at 
Filene’s by Winthrop Frye, who had been 
assistant. 

H. F. Dittmar became display manager 
for the C. F. Johnston Company, Ironton, 
Ohio. 

O. H. Pearson, formerly with the display 
department of the Bedell Company, Port- 
land, Ore., became display manager for the 
Eastern Outfitting Company, Seattle. 

First prizes in a display contest sponsored 
by The Murdison Company, Chicago, were 
won by H. L. Braudis, Meekins, Packard 
& Wheat, Springfield, Mass., and J. M. 
Gilbert, Rosenthal’s, Beaumont, Texas, in 
their respective divisions. 

MAY, 1941 
Lawrence, display 
Lincoln, 


manager 
Neb., died 


Clarence G. 
for Rudge & Guenzel, 
at a local hospital. 

First prize in a contest by the California 
“ inery Guild was won by Marian Can- 
field, H. Liebes & Co. San Francisco. 
Charles W. Davis, O’Connor, Moffat & Co., 
and A. Miller, Capwell, Sullivan & Furth, 
Oakland, tied for second place. 

The newly formed Metropolitan Display 
Mens Club, New York City, elected Lothar 
Dittmar, D. M. Read & Co., Bridgeport, 
Conn., to its presidency. Other officers 
were: first vice-president, Samuel Rosenberg. 
Namm’s, Brooklyn; second vice-president, 
Frederick Hart, Kresge Department Store, 
Newark; treasurer, Isaac Strauss, Meyers 
Company, Paterson, N. J., and secretary, 
Graham Walters, Brooklyn. 

Raphael Larson joined 
Louis, as display manager. He 
John Eagan, resigned. 

Abraham Haverback became display mana- 
ger for Oppenheim, Collins, Brooklyn. The 
position had been held by George B. Dages. 

William Tusing, formerly assistant at 
George Wyman & Co., South Bend, was 
promoted to display manager for the store. 
He succeeded Dan Ganger, who resigned 
to enter business for himself. 


Greenfield's, St. 
replaced 


Announce New Line 
Of Black Light Lamps 

A new line of “Blak-Ray” high-intensity 
long-wave ultra-violet lamps, originally de- 
signed for defense purposes but with im- 
portant applications for dramatizing window 
and interior displays is announced by Ultra- 
Violet Products, Inc., South Pasadena, 
California. 

The lamps are Underwriters’ Laboratory 
approved and are equipped with a self-filter- 
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ing “black-light-blue” tube that allows the 
long-wave ultra-violet rays to pass through 
but filters out the undesirable rays in the 
visible portion of the spectrum. No addi- 
tional filters are required and the ¢ool- 
operating tubes will last for 2,000 to 3,000 
hours. Recommended for use at low light- 
levels, they do not, according to the manu- 
facturer, require as great a degree of dark- 
ness as lamps using separate filters. Avail- 
able in watt sizes ranging from 4 to 80, 
the “Blak-Ray” fixture is unusual in that it 
may be rested on a flat surface, mounted 
flush to wall or ceiling, or hung from 
brackets. 


Oscar F. Ryan Is Dead; 
Was With Store 35 Years 

Oscar F. Ryan died in Huntington, W. Va., 
on April 12 at the age of 60. He was display 
and advertising manager for Anderson- 


Newcomb Company, with which firm he had | 


been for 35 years. He had been in ill health 
for several years. 

Ryan entered display after 
The Koester School, Chicago, and for many 
years was active in the International Asso- 
ciation of Display Men. He received many 
prizes for his entries in display contests, 
and did quite a bit of designing in his spare 
time for various display firms. 

Surviving the widow, Mrs. 
Ryan, his mother, two daughters, one son, 
and a brother. 


are Mamie 


Fire Destroys Plant 
Of Fox Display 

The plant of Fox Display Company, San 
Antonio, was completely destroyed by a 
fire that broke out on April 20. L. D. Fox, 
head of the firm, states: “This is going to 
cause us to be out of manufacturing opera 
tions for some time, although we plan on 
securing a new location as soon as possible 
and to get going again as fast as we can 
get the necessary equipment and supplies to- 
gether. I plan on making a fall trip, al- 
though of course I will probably be several 
weeks late and will necessarily have a small 
line.” 


Aid For Displaymen 
Introduced By Bates 

A pin-driving device especially designed 
for the displayman’s use has been put on the 
market by Ellsworth Bates, head of Bates 
Display Creations, 207 North Hamilton 
street, Madison 3, Wis. Made of metal, re- 
sembling a small fountain pen in size and 
equipped with a pencil clip, the device has 
a hollow plunger which holds ordinary pins 
and drives them firmly into a desired spot 
by pressure on the barrel. Only a small 
amount of force is required to sink pins 
up to the head in a pine block. The pin- 
driver is being sold through display jobbers. 


Vent Resumes Position 
At Rike-Kumler 

Following several months spent in a hos- 
pital after undergoing a severe heart at- 
tack, Joe Vent is reported resuming his 
position as display director for The Rike- 
Kumler Company, Dayton. It is said he will 
be able to spend but a short time on duty 
each day for the present. 


studying at 














Prove it yourself! Test Sun Shades for sunfading protec- 
tion . . . for visibility! They're Unconditionally Guaran- 
teed to give you years of trouble-free sun protection! 
© % MAIL COUPON TODAY! No Obligation Whatsoever! 


Fes eB eeeseeee8eeeeeeeeeeeeeee2 
Please send Free sample of SUN SHADES 
and a copy of your brochure. 


Store Name 














THE SUN SHADE CO. 


7861-83-85 Chancellor Ave Irvin nll New Jers 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


lt contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 

e TORTOISE SHELL 

e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 
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RUSTIC DISPLAYS — POLES 
SLABS — BRANCHES — BARK 
CEDAR ETC. _—BIRCH 


RUSTIC "PARKCRAFT" 
FURNITURE 


COMPANY, INC. 
Phones: 9-6479 or 9-6103, Williamstown, N. J. 








MANNEQUIN WIGS! REPAIRS! 


and novelty wigs made te 
Old wigs made 
Fost service 


Horse-heir 
order; lowest prices 
over to look iike new 
Try ws! 


ESTELLE BOBIC K 


964 21ST STREET SAN PEDRO, CALIF. 








2-INCH SNOW 


LOCKED BRANCHES 


SOLID COLORS HALF COLORS 
SOLID MISTY HALF MISTY 


Display houses write to: 
E. H. KLINGEL 


LOX FINISHES, Bartonsville, Penna. 











REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


6519 West Blvd. Inglewood, Calif. 











DISPLAY MEN! — SAVE 60c ON EVERY BOX 
OF TACKER STAPLES!! 

We can supply you TACKER GUN STAPLES, any size, 
y quantity, for the HANSEN-KLINGTITE, SPEED- 
ATIC, DUO-FAST, COMET, ARROW, HOTCHKISS, 
IOMPO and other TACKER GUNS for only $1.50 per 
ex of SM—POSTPAID anywhere in U.S.A. Mail in 
eur order TODAY!! Satisfaction guaranteed or return! 


RUDD STAPLING EQUIPMENT CO. 
62 Ohio Street St. Paul 7, Minn. 
N QUANTITY COLOR- PRINTS 


AV AND DUPLICATE TRANSPARENCIES 


Quality approaching finest Carbros and Kodachromes 
at fraction the cost. Ideal for displays, sales manuals, 
duplicate art. Exact reproduction or color correc- 
tions. We please the most exacting. (Produced official 
color-prints of Rose Parade.) Prompt service every- 
where. Send for Price List and data. Satisfaction 
guaranteed. 


AD-COLOR CORP. 650s. arroyo Parkway, Pasadena 1, Calif. 











| effective for 








| WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 





51” MIAMI MAT 51” 


Accepted by leading stores as an 
outstanding Display Trim. 
Your local jobber has it. 


45 East 30th Street, New York 16, N.Y. 


| proof. 


| based colors 
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WORKING WITH STYROFOAM 
[Continued from page 93) 


raw material of quite different 
properties is obtained by flattening sheet 
styrofoam. The flattened sheet has a supple, 
leathery feeling without the brittleness of 
the unflattened sheet, and may be cut with 
scissors as well as by the other methods 
outlined above. For a large styrofoam 
creation, the more delicate pieces can be 
constructed of the flattened sheet, whereas 
before the development of the new  tech- 
nique only rougher work and larger pieces 
could be fabricated in styrofoam. 

But it is for a secondary property — the 
ability immediately to curl under the general 
application of heat—that flattened sheet 
will be particularly appealing. It is most 
suitable for flower petals and leaves recurved 
in the full round—an effect difficult to 
attain in other materials. At the same time 
it preserves all the beauty of texture and 
whiteness of the original block foam. 

Bandsawed or hot wire stripped sheets 
from %- to %-inch thick are suitable for 
flattening, depending on the delicacy of the 
object to be constructed. Thin sheets heat- 
curl more extremely. A press may be used 
to flatten a number of sheets at 
they may run singly through a wringer. A 
piece of pipe or moderately heated flat iron 
will work on single sheets on a table. 

The material at this point does not feel 
very substantial; but with the final treat- 
ment — heat curling — it again becomes rigid 
as reinforcing angles are thrown into it 
in the shrinking process. The petal or leaf 
with the curved edge immediately has a new 
solid feel and is surprisingly rugged. 

The heat curling is accomplished through 
unequal shrinkage of the flattened sheet 
styrofoam as it is held over a metal topped 
hot plate. The edge nearest the hot plate 
shrinks the most and curves towards it 
(Fig. 4-b). For one effect the petal or 
leaf is rotated to carry the recurving around 
its outline. For another, the entire piece 
is held over the hotplate, with the result 
that the curvature carries over the whole 
piece. With variations and assistance from 
the fingers of one hand in a leather glove, 
three dimensional pop into 


A new 


once, or 


exotic forms 
shape. 

This process of artificial flower making 
is the crepe paper working; 
instead of stretching at the edge for three 
dimensional curving, shrinkage takes place 
at the edge. It is particularly and 
“lady slipper” tongues, for 
lilies, orchids, water lilies, and petals gen- 


opposite of 


easy 


| erally. 


Some phases of the painting operation are 
better accomplished before the heat forming, 


and some after. When white veining is 


| desired in a colored leaf, a wire template 
} can be prepared from %-inch rod and the 
| cut-out leaf sprayed flat with the template 


holding it down. After bending of the 


| center line by creasing with a moderately 


hot soldering iron or curling iron, or after 
heat curling as well, highlights can be blown 
on in a different tint. 

As pointed out before, styrofoam is water- 
Floating lily pads and water lilies 
can be airbrushed with waterproof alcohol 
or enamels, and floated on 


water for novel display effects. Scooped 
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turtles, or sculptured profile swans can be 
floated on a water track in a window under 
propulsion from the air flow from electric 
fans. 

Gluing of styrofoam presents a problem, 
because so many bases attack styrofoam 
as solvents, and because the high moisture 
resistance prevents water-based glues from 
drying with any speed. Several glues are 
available generally which have .moderate 
solvent action for styrofoam, such as rubber 
cement. These can be applied to both sur- 
faces, allowed to dry, and then the pieces 
are pressed together. Casein water-based 
glue can be used to edge-glue, where it 
can dry out through the edge of the joint. 
Mastics with initial tackiness can be spotted 
on for a flat surface bond, drying being 
accomplished slowly through the air spaces. 

For small edge-gluing jobs such as the 
assembly of half-shells into full rounds, 
both pieces are briefly touched to the metal 
hot plate, then pressed together. 

Hot wire welding is effective over small 
areas or for edges, as mentioned above 
(Fig. 4-d) and larger unions can be effected 
easily and strongly with white pipe cleaner 
sections thrust: into both pieces. Portland 
cement paste and white wax just above 
setting temperature will work also, depend- 
ing on the size of the area to be treated. 

The chenille pipe cleaners are so con- 
venient for so many purposes that they 
should be a staple in the styrofoam shop. 
Available in many colors, they make ideal 
flower stems on which to string petals, or 
armatures for joining odd shaped pieces. 

Styrofoam can be painted with water 
thinning paints, or with enamels, oil paints 
and even lacquers when applied through a 
spray gun so that much of the drying takes 
place in the air before hitting the material. 
The latter applies also to bronzing powders 
in bronzing liquid or in gloss oil varnish, 
particularly effective on the textured styro- 
foam. Fluorescent paint and black light 
illumination from within is a further possi- 
bility. A block can be hollowed out for 
a light source with a keyhole saw, or one 
can be built from thin sheets of the stiff 
material. 

As mentioned above, styrofoam excels in 
its textural possibilities. A great variety 
of surfacing materials can be applied, with 
a corresponding variety of effects: spackle, 
textone and sand, light vermiculite cement, 
Portland cement with integral color and hard 
waterproofing anti-hydro, water glass, col- 
ored waxes, flock. Texture is another di- 
mension of effective display design along 
with color and composition. Because of its 
open porosity, styrofoam is better adapted 
to textural modification and variety than 
other construction material. In general the 
surfacing adds structural strength and dura- 
bility to the product as well. 

Coating techniques include trowelling, dip- 
ping, brushing, spraying, coating with an 
adherent and application of another ma- 
terial, wrapping with masking tape, or wax 
dripping. For a completely smooth sur- 
face, spackle may be applied in two coats 
with trowel or brush, with sanding after 
each coat. For a pebblegrain surface, tex- 
tone is applied with a brush. The textone 
may be colored exactly to specifications by 
admixture of water thinning paint before 
application. For a sand finish sand may 
be mixed with the textone, or packed on the 
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wet surface. If desired, the sanded surface 
can be spray painted after it has dried. 
The “Zonolite” or vermiculite adds a flaky 
texture to styrofoam and practically no 
weight. 

’ For an inconspicuous flame-proofing, the 
styrofoam can be dipped or sprayed with 
water glass. Water glass can also be used 
over thinning paint to build up a gloss with 
one or more coats. The wax is useful for 
tropical leaf effects, for waxy snowmen 
where the ease of fabrication of the white 
styrofoam base pays off, and for coating 
of giant candles. 

As an example of the ease of styrofoam 
construction in general we should go into 
detail at this point. The pyramidal form 
for the candle is assembled from four rough 
slabs skewered together with white pipe 
cleaners, and capped with a small fifth slab 
for the top. Laps are smoothed with a wire 
brush and the base is ready for coating. 
Colored molten waxes, cooled almost to set- 
ting temperature are brushed on, finished 
off with drippings Illuminated from the 
space created within the candle, the effect 
is warming indeed. 

Flock can be applied in a thin “precision” 
flocking technique or “piled up” like snow. 
The former is necessary to preserve out- 
lines in sculptured work, and the latter is 
useful in Yuletide centerpieces, etc., for 
snow effects. For the precision coat one 
application of adherent (water glass or 
enamel paint) is followed by one applica- 
tion of flock from a flocking gun. For 
piled up effects flock and adherent are 
applied together through two guns, direc- 
tionally. Variations in the flocking effect 
include flock in a color contrasting with 
the adherent, and directional application 
of the flock. Green flock was applied di- 
rectionally for moss on the styrofoam rocks 
in the Bon Marche window illustrated. The 
rocks are the slightly modified rough “bark” 
from the outside of styrofoam “logs”; the 
saving in time over other types of con- 
struction was substantial. 

Heavy-hanging Spanish moss, or cobwebs 
can be spun in position as a finishing touch 
to a display or floral piece, with a portable 
compressor and spray gun and the dissolved 
styrofoam mentioned above. A thick stock 
solution of styrofoam scrap in benzol is 
thinned with benzol, lacquer thinner or 
carbon tetrachloride on application. Various 
effects are obtained by varying the quantity 
of thinner, and by adding oil soluble aniline 
dyes. 
proofing. 

New effects, and more efficient ways of 
attaining old ones may be expected from 
the use of styrofoam. As a rule, equipment 
must still be locally designed and built, 
the type and styling determined by the type 
of production, whether of the individual 
papier mache type or for an assembly line. 
In the way it takes color, in its texture, in 
its lack of weight, and in its ease of fabri- 
cation, styrofoam bids fair to be put to work 
the display year around. 


Educational Exhibit 
Used By Libbey 

A new Libbey glass educational exhibit 
being made available to leading department 
stores for the in-the-store promotions con- 
sists of two self-contained panel units, one 
of which describes the history of glass, its 





Carbon tetrachloride tends to flame 
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”... paint with light” 





properties and fabrication; the other pre- 
sents a series of table settings showing in 
use current Libbey cut and decorated table- 
ware patterns. 

Measuring 8 feet square by 2 feet deep, 
each panel is illustrated with full-color 
lighted “translites”. Identified by overhead 
illuminated signs, one panel carries the 
inscription “Libbey Glass — Established 
1818”, and the other “Libbey Glass — for 
Gracious Living”. 

The historical unit shows the discovery 
of glass, old-time glass blowing, modern 
glassmaking, and decorating glassware. In- 
cluded on the panel are samples of raw ma- 
terials used in glass making, tumblers in 
three phases of forming, and tumbler and 
stemmed pieces demonstrating how the cut 
decoration is achieved. 


The table setting panel illustrates the use 
of six popular Libbey cut stemware and two 
ceramic decorated patterns in colorful 
formal, informal and buffet settings. 

Designed by W. L. Stensgaard & Asso- 
ciates, Chicago, as self-contained units the 
Libbey educational exhibit panels can “be 
displayed ac a complete 16 foot background 
section, or as separate 8-foot units. This 
flexibility of design and construction makes 
possible a variety of display arrangements. 


Brown Is Appointed 
By Mather 

T. W. Mather Company, Pasadena, Calif., 
has announced the appointment of Robert 
Brown as display and advertising manager. 
He had been with The May Company, of the 
same city. 
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Opportunity Exchange 








CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KORSTER SCHOOL. 
Koester Bldg., 3710-12 NH. Cicere 
Ave., Chicago 41, Ili. 








WANTED TO BUY 


Animated Christmas 
Window 
featuring Santa Claus as the 
main theme with human in- 
terest characters that will ap- 
peal to young and old. Will 

buy or exchange. 


Address Box GH1 


Care of DISPLAY WORLD 


FOR SALE 


“A Mechanical Christmas” 
By Graycraft of San Francisco 


Santa, warming his hands by the fireplace, sways and taps 
his toes in time to the music as Mrs. Santa plays the 
organ. A dog tugs at one of Santa’s boots and a cat, in 
the other boot, plays with Santa’s glove —all mechanical. 
A real crowd stopper. Unit also includes background of 
room, fireplace and organ. Photo and price on request. 
Write to: 


The PARIS Co. 
28 East Broadway Salt Lake City 1, Utah 


SALES MANAGER 
WANTED 


To take full charge of a well 
established mannequin firm in 
New York City. Chance to 
become part owner under small 
sacrifices, to right person. 
Write for full details. 


Address Box GG5 


Care of DISPLAY WORLD 




















JOBBERS WANTED 


Flameproofing chemicals for 
Fabrics, Christmas Trees, Pa- 
per, Bamboo, Shades, Mexican 
Grass Products. Write for 
catalog and jobber prices. 


QRS Neon Corp., Ltd. 
Chemical & Processing Div. 
170 N. Halsted Street 
Pasadena, Calif. 








JOBBERS WANTED 


by creative manufacturer of 
natural display materials 
which caused a small sensa- 
tion at the last Market Week. 
Write today for latest price 
list and illustrated circular. 


Artistic Creations 


175 First Ave., Elizabeth, N.J. 


FOR SALE 


7 Complete 1950 Christmas Windows 
For Only $350.00 


Specially constructed, beautifully designed and sturdy white 
frosted candelabras, set on wood stipple bases. Electrically 
lighted candles augmented with sparkling ice-blue plastic 
decorations. Other accessories include 7 plaster cherubs, 
2 gross Xmas balls, and strings of beads. Portable, easy 
to store, pack or ship. Overall measurements approx. 6 ft. 
high by 6 ft. wide. Original cost $900.00. Photos on request. 


TEPPERS 
Asbury Park, New Jersey 


CLOSE-OUT 


Closing out 100,000 sheets of 
white and colors, 28” x 44”— 
14 ply, dull coated 


Showcard Board 


Also 40” x 60”—14 ply white 
only. Samples submitted. 


Address Box DES 


Care of DISPLAY WORLD 








Position Wanted—Young displayman 
now employed by large dept. store 
desires change. Well rounded back- 
ground all phases dept. store dis- 
play. First place winner National 
Display contest 1949. Married, Vet. 
Excellent card writer and artist. 
Photos upon request. Address BOX 
EFS, Care of DISPLAY WORLD. 




















SALESMAN 


Well known Southern display 
house desires a salesman with 
following for the state of 
Florida. Good opportunity for 
the right man. Reply, giving 
age, experience, etc. All re- 
plies confidential. 


Address Box AB5 


Care of DISPLAY WORLD 





SALESMEN WANTED 


A leading manufacturer of mannequin wigs and accessories 
desires men for the Southeast and New England. Can be carried 
as an additional line. (Small and easy to handle and an ex- 
cellent money-maker). Well established, advertised New York 
firm. 


Address BOX CC1 


Care of DISPLAY WORLD 


SALESMEN 
WANTED 


Creative manufacturer of man- 
nequins, forms and millinery 
heads desires representative 
for: 
Midwestern States 
Southern States 
Southwestern States 


Address Box BC5 


Care of DISPLAY WORLD 




















JOBBERS! FOR PROFITABLE, AMAZING, NEW 
FLUORESCENT GLOWING SIGN KIT 

Sensational new plastic kit makes signs that adhere to any smooth surface 

now being introduced nationally. And Catching On Fast! 

Write TODAY (on your letterhead) for FREE SAMPLE, complete informa- 

—_ Gott generous discounts and available territories for ALPHA-BETTY 

ign its! 


GORDON PLASTIC PRODUCTS CORP., Ossining, N. Y. 








SALESMEN 
WANTED 


Display Manufacturer wants 
Salesmen to handle a_ high 
class line on 20% commission. 
All territories. Priced to sell 
to Department Stores, Spe- 
cialty Shops and Chain Stores. 
No objection to non-conflict- 
ing lines. 


Address Box CD5 


Care of DISPLAY WORLD 
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production. 


very moderately. 
to get as close as jobbers commissions. 


Chicago 6, Ill. 


‘SALESMEN 


We have just completed our new factory greatly increasing 
We manufacture a very fine line of Mannequins 
and Children’s figures in papier mache, rubber hands, priced 
Wonderful opportunity for the right men 


NATIONAL ART STUDIO 
Show Room: 317 West Jackson Blvd. 


and wo 


ing lines. 


Care of 


SALESMEN 
WANTED 


Eastern territory open. 


Novelty line in papier-mache 


No objection to non-conflict- 


Address Box JJ5 


DISPLAY WORLD 


Fosition Wanted: Experienced 
display manager and card 
writer, now employed, seeks 
change of locality. Excellent 
references. Address Box GHS, 
Care of DISPLAY WORLD. 








oe Sen PETTERS tick 

- azi w stic 
ny te themselves. CHANGE- 
ABLE! Store-Owners buy on sight. 
Sond ome. ng aves Sample, and 
making deta 
oey GAR Y ENTERPRISES 
@12 Hellyweed. Boal jevard 

Hollywood 28, Calif. 














SALESMEN 


Well-known N. Y. Manufac- 
turer has North-West, North- 
Central, and South-West ter- 
ritory open for exclusive rep- 
resentation of the most out- 
standing line on the market 
today. For Department Stores 
and better stores only. 


Address Box FG5 


Care of DISPLAY WORLD 


outs to 
lished 
known 











RESIDENT SALESMAN 
WITH CAR 


Knowledge 
plays and Store Fixture Lay- 
step 
territory 
firm. 

Valley of Virginia, from Har- 
risonburg 
state of North Carolina. Guar- 
anteed top earnings for right 
go-getter who can sell 
play Supplies and Fixtures. 

Address BOX HHS 
DISPLAY WORLD 


Care of 


of Window Dis- 


into an estab- 
with a well- 
Positions open 


to Danville, and 


Dis- 








OPPORTUNITY EXCHANGE 


FOR JUNE ISSUE 


FORMS CLOSE 
JUNE 4 











Goldman Observes 
Forty Years In Display 

Forty years in display is the attainment 
of M. Stanley Goldman, general manager 
and designer in the department of artificial 
flowers and decorative novelties of Art R. 
Cohen Company, Pittsburgh. 


— M. Stanley Goldman — 


Goldman is responsible for the designing 
and creating of displays with special ref- 
erence to custom-made floral sets and dec- 
orative novelties for windows and interiors. 

The Art R. Cohen sales staff recently has 
been expanded, generally covering Pennsyl- 
vania, Ohio, western Maryland, West Vir- 
ginia, and adjacent New York state areas. 

The traveling staff now includes Bill 
Cohen, Monte Ware, H. J. Von Brill, T. 
Guy Duey, W. E. (Jack) Gaither, Al Sharon 


and David Moore. Art Cohen has announced 
that his organization now is offering a new 
service whereby sketches of special floral sets 
will be furnished upon request. 


Change Of Location 
For DiCarlo & Lukins 

Marking 
year, DiCarlo & Lukins Display Mfg. Com- 


completion of the firm's I1th 
has completed negotiations for 
space for the company’s 
showrooms and office. Formerly at 175 
Wooster street, New York City, the firm 
will now be located at 128 West 3lst street. 

In addition to a mannequin line consist- 
ing of a complete range of miss, junior miss, 
and children’s mannequins, DiCarlo & Lukins 
will show a new line of metal fixtures, 
papier mache forms, and auxiliary display 
items. Members of the firm are Robert 
Lukins, president, and Frank DiCarlo, vice- 
president. 


pany, Inc., 
centrally located 


Shanks Resigns Post 
At Filene's 

After four years as window display super- 
visor, Donald Shanks has resigned his po- 
sition with Wm. Filene’s Sons Company, as 
of July 1. He was formerly display manager 
of the William Hengerer Company, Buffalo. 
Shanks has not made known his future 
plans, nor has Lee W. Court, display di- 
rector of Filene’s, announced who will suc- 
ceed him. 


Gimbel’s, Philadelphia, 
Adds Walter Spiro 

Filling the position vacated by Paul Lord, 
who in future will devote his time to store 
planning, Walter A. Spiro is joining Gim- 
bel’s, Philadelphia, as display director. For 
some years he had been in a similar posi- 
tion with Gertz, Jamaica, L. I. 


Dunay To Head Display 
For Rich's Men's Shop ‘ 
David Dunay is now with Rich’s, Atlantay 
to head display for the new men’s shop 
He had been supervisor for men’s and chil 
ren’s interior display at Lord & Tayl 
New York City. In the latter post he 
succeeded .by Nick Zosemchuck, former 
with Zaria, display firm of the same cit 


New “Cutawl Helps” 
Now Available 

International Register Company, man 
facturer of the popular “Cutawl” cutti 
machine, announces that the new 1951- 
edition of “Cutawl Helps” is now availab 

The new booklet, No. 36, contains eig 
pages of helpful ideas for making mo 
attractive, profitable displays through use 
of the “Cutawl”. Illustrated throughout, the 
curent edition will prove to be of special 
interest to all displaymen. 

Included are ten original ideas for special 
event displays; instructions telling how to 
make use of circle decorations; a page on 
Christmas displays; and photos of prize- 
winning “Cutawi’-made displays. 

A copy can be obtained free by writing 
to International Register Company, 2622 
West Washington boulevard, Chicago 12. 


COMING UPI 
Armed Forces Day , . 
National Buddy Poppy Week 
“I Am An American Day” 
National Luggage Week 
Memorial Day 
Children’s Day 
Flag Day 
Father’s Day 
Swim-For-Health Week 
Independence Day 
NADI Display Market Week 


May 19 
May 20-30 
May 20 
May 21-28 
May 30 
..June 10 
June 14 

... June 17 
June 25-30 
july 4 
July 8-12 
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| New Television System 
Has Display Uses 


A new tool for display and retailing is 
presented in a booklet just issued to intro- 
duce the “Vericolor”’ television system. 
“Vericolor” units make possible the trans- 
mission in full color of style shows, for 
example, to receivers spotted throughout the 
store. It is a development of Columbia 
Broadcasting System and Remington Rand, 


Inc. A request to the Management Controls 
15 Fourth 
New York City 10, will bring a copy 


Division of Remington Rand, Inc., 3 
avenue, 
of the booklet without charge. 


Parallel Appoints 
Miami Distributor 

Parallel Manufacturing Corporation, 
Spruce street, New York City, 
of flexible glass mirrors, 





manufacturer 
makes known the 


MAY, 1951 


appointment of Pritchard Paint & Glass 
Company, French Miror Plate Division, as 
sole distributor of the Parallel products for 
the greater Miami area. 

Located at 137 Southwest Second street, 
the Pritchard organization will carry in 
addition to the regular Parallel line of flex- 
ible glass mirrors the new antique and 
mosaic mirrors recently perfected by Paral- 
lel design engineers. 


Davis Resigns Post 
With Columbus Store 

W. L. Davis has left The Union, Colum- 
bus, Ohio, after three years as display man- 
ager for the store. His duties will be ab- 
sorbed by the remaining staff. Davis has not 
yet announced his plans. 


Jack Campbell Joins 
Sherman Paper 

Formerly with Reyburn Mfg. Company, 
Jack Campbell is now with Sherman Paper 
Products Corporation, Newton Upper Falls, 
Mass., as manager of the Display Division 
and assistant to Art Lytle. He will con- 
tact national advertisers, supervise the de- 
partment personnel, and in general continue 
the same activities as with Reyburn. 


William Walker Joins 
Indiana Firm 

William Walker recently accepted the 
position of display and advertising manager 
of Brokhage, Inc., Vincennes, Ind. He had 
been first assistant at Stewart Dry Goods 
Company, Decatur, III. 
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No. 1793—GIANT BOOK 
ENDS MERCHANDISING 
SCREEN—For your major 
back-to-school windows 
a striking four-panel 
screen in eight colors with 
cut-outs for merchandise 
double-acting hinges 
superb art work and 
lettering on wallboard 
with framing ... size 
(approx) 7’ H. x 22” W, 
each panel. 
Complete *47°° 





No. 1795—OLD-FASHIONED TRAIN—Fine art 
work screened in seven colors with wood 
parts and shelves with gold wire trim and track 
two white copy clouds furnished, 
one with “Back-to-School” and one blank 
use this also for “Travel” or “Vacation,” 
size, all four sections, 25” H. x 97” L 
Complete *19-%° 


No. 1858-PROVINCIAL SCREEN-Beautifully 7 
executed in wild cherry, hand rubbed ~ 
No. 1823-BOTANICAL LEAF SCREEN natural finish... removable hinged panels | 
—Smartly designed leaf shapes for merchandising use ... also available im 
silk screened in Fall tones, framed in limed oak or white lacquer... each panel, 
natural finish wood ... merchandising g 18” W. x 84” H 
egg crate center, size, 36” W. x 84” H 
side panels 24” W. x 84” H 





No. 1817—COLLEGE TOWER-Classic college 
clock tower in wallboard silk screened in 
brick red, and gray with gold dome... wood 
moulding and turnings... wire weather vane 
thick beveled blocks to simulate stone 
wood framing... shelf for display ... size, 
48” W. x 90” H.x 10” D. Each $37%° 


No. 1842—FALL BAROQUE 
SCENERY WITH 
CHANDELIER—Superb art 
silk-screened in Fall colors, 
wood reinforced... gold wire 
chandelier with merchandising 
shelves...8' H 
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DISPLAY DESIGNERS AND MANUFACTURERS -° PORTSMOUTH. OHIO 
328 EAST 34TH STREET, NEW YORK 16, NEW YORK 


NEW YORK OFFICE: 


**PLAYMATES”...A NEW SERIES BY DARLING 


These wonderfully styled children’s mannequins are moderately priced, durable and easy to dress. 


> 


Twelve handsome boys and cute girls for your selection (ages 2 to 12). “Playmates’ 


will help you 


sell more children’s wear ... write for complete illustrations, NOW! 


hi y) , he mm |OARLING 
WN J DISPLAYS 
(44 tuy <p) ays DISTRIBUTOR 
L. A. DARLING COMPANY, BRONSON, MICH. Your one dependable source for 
NEW YORK CHICAGO LOS ANGELES everything in display equipment. 





